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Which carriage can’t read Punch? 

Even Punch couldn’t cheer up the cold, miserable lot of people in the end carriage. In the other 
compartments happy passengers are so deep in their copies that they are in danger of being whisked past 
their stations. Though a// our readers aren’t as attentive as that, there are, according to independent 
surveys, some millions of them who every week are amused by Punch wit and enticed by Punch 

advertisements, and because of this are just that much more likely to be influenced by what 
the advertiser tells them. : 


.. pervasive ... persuasive 
GOES FARTHER THAN FIGURES 


JOHN L. VERRINDER, ADVERTISEMENT MANAGER, 10 BOUVERIE STREET, LONDON, E.C.4. TELEPHONE: CENTRAL 9161 
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Canada Wants 
Our Ads. And Goods 


Smm,—As a result of the excel- 

lent ry on the foreign trade 

n (February 15) and the 

further “reference to this subject 

in your issue of March 1, an 

impression may have been -_ 
with some of your readers 
this ban operates in Canada. 

1 should be most grateful if you 
could let your readers know that 
Canada, and particularly its trade 
journals, welcome business from 
this country. Through this office, 
British exporters are offered much 
valuable information on the 
Canadian market and may pay 
in sterling for pen in 37 
different trade and general maga- 


zines published by our parent 


"company in Canada. 
Ther 


¢ never was a time when 
exports were more vital to 
Britain. There never was a time 


_ when Canada was more eager to 


buy. 
H. F. CHARLES. 
Managing Director, Maclean- 
Hunter Ltd. 


Sample Answers 


Sm,—-As a student I was 
pleased to note the request for 
publication of specimen answers 
to typical questions set by the 
Advertising Association in their 
annual examinations. 

There is no doubt that if the 
Association implements this 
sound request, enormous bene- 
fits will be made available especi- 
ally to students. In addition to the 
compact knowledge covering the 
entire syllabus, students will have 
first-class answering technique at 
hand; ideal proportion of theory 
to practice; adequate lengths of 
yy and answers; and a 

ost 


of other detail. 
BERNARD LAVIN. 
a _ it Hill, 
N.W.7. 


TO THE 


LETTERS 


EDITOR 


*‘Salacious Ads. In The Press’ 


Sim,—I was very interested in 
your leader in March 1 issue. 

It is true that considerable 
criticism of posters portraying 
sex and violence has arisen in 
recent times and our Joint 
Censorship Committee is natur- 
ally very ——, They are 
<a. kin action to 

revent display upon the 

—_ of indecent posters 
and only recently have caused 
certain alterations in design to 
be made in entertainment posters. 

My Committee do feel, how- 
ever, that the question of 
salacious advertising is not only 
confined to the hoardings. There 
are far more numerous examples 
of this type of entertainment ad- 
vertising appearing in the Press, 
even in the editorials, than are 
shown upon the stations of our 
members, and we do not appre- 
ciate the reason for the apparent 
discrimination on the subject. 

We are whole-heartedly ‘n 
favour of a raising of the stan- 
dard of entertainment advertising, 
but that standard must be applied 
to all such advertising and not 
to that which appears only upon 
the hoardings. 

It is completely useless for my 
committee to recommend the 


non-display or alteration of these 
advertisements if they are to ap- 
pear in their original form in the 
Press. 


| hope you will make it very 
clear that the policy of my com- 
mittee in raising the standard of 
advertising upon the stations of 
our members can only be success- 
ful if the Press co-operate by a 
similar effort on their part. 
H. H. MALLATRATT, 
Secretary, British Poster 
Advertising Association. 


All Mod. Con. And 
All My Eye 

Sin,—Few will disagree with 
your leader condemning the 
“blots” that bring advertising into 
disrepute, and which lead to the 
discounting of honest advertise- 
ments, 

But please add to your list of 
blots the advertising of house 
property. 

After a time one learns to read 
between the lines and words like 
“charming” etc. cause a rueful 


smile. 
ERIC FERGUSON. 
117 Pepys Road, S.E.14. 


POINTS FROM OTHER LETTERS 


LET °EM ALL COME 

Publicity club members are 
constantly proclaiming their 
willingness to fight for the good 
name of advertising. Why do 
they not occasionally invite as a 
speaker or debater an avowed 
enemy of advertising? This 
should at least provide an enter- 
taining evening, and perhaps 
even a gente Ye all 


FEMININE TOUCH 

Surely Brian Hilton was a 
little too harsh in his criticism 
last week of the Fragrance 
Bureau pamphlet. It might have 
sounded drivel to a mere man, 
but it needs the feminine touch 
ed, md Ss elle ject. 
Ann Brown, W.C 


OFF THE BEAM 

Some good sense was talked 
at the Dollar Convention, though 
more emphasis might have been 
laid on language difficulties. A 
few advertisers still labour under 
the delusion that Americans buy 
braces and use lifts—Malcolm 
Herndall, South 


utnsea. 


You report Mr. David Gam- 
mans, M.P., stating there is no 
future for anybody in continued 
strikes. Surely public relations 
consultants to big industries often 
crippled by stoppages should 
have rubbed this fact in long 
ago?—Pamela Scott, Harwich. 


Agencies Ask For 


Free Editorial 


Sim,—lIt is right for Mr. Alan 
Whitworth to present the 
LS.B.A.’s point of view about 
publishers who offer free editorial 
space as an inducement to adver- 
tisers to book display space. 
What he says may be true about 
some publishers. 

But what of the other side of 
the picture? What of advertisers 
whose advertising agents “ask” 
for editorial space in such a way 
as to imply t if it is not re- 
ceived no advertising will follow? 
One of my editors recently re- 
ported to me telephone oie 
which he had received from two 
account executives—employed ‘n 
each case by world-known agen- 
cies. One call began: “We are 
thinking of booking space in your 
journal for our cent “X « wf 
The other call began “Our clients 
“Y” have an advertising contract 
with your journal. This is due 
to expire soon. ...” In each case 

account executive went *~ 
on some pretext or another, 
stake a claim to editorial saaation 
of his client’s product. 
PUBLISHER. 


Human Nature 


Sir,—Mr. Alan Whitworth, ex- 
pressing presumably the official 
viewpoint of LS.B.A., would 
seem to have missed a funda- 
mental point on the subject of 
editorial publicity offers. 

technical Press by its very 
nature must devote a large part 
of its editorial content to a review 
of advertisers’ products. In pro- 
— trades, indeed, there may 
more items of genuine “news 
value” than can be promptly 
covered by editorial comment. In 
such cases it is both good busi- 
ness and human nature to review 
first these items offered Su that 

—— own advertise: 
: LAIDLAW-DICKSON, 


WASS PRITCHARD & CO.LTD. 


ROYAL 7141 
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85 Ragaioncy ST. LONDON E.C.3. 
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with a weekly = 
net sale of over: (2 


2950000 


is the best medium ever developed 


anywhere in the world for 
selling exclusively to 
a nation’s women. 
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pathetic understanding, its practical advice 
and guidance on the many day-to-day 
problems that confront its readers—these 


| are the reasons why WIFE AND HOME 


Its sure, sincere homely touch, its sym- 


re 1 
"Sa 


PUBLISHED MONTHLY |!- - 


A. W. BURNETT, ADVERTISEMENT DIRECTOR, THE AMALGAMATED PRESS LTD. LONDON 


enjoys such supreme confidence among 
more and more readers every month. 
They are also the reasons why advertisers 


are finding it ever more profitable for 


selling to young mothers and housewives. 
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‘Express’ Stop Colour Ads:-Fifty Advance 


Outdoor Ads. 
Appeals Rush 
Is Forecast 


An increase “out of all reason” 
in the ber of outd adver- 
tising appeals was feared by Mr. 
George T. Mills, chairman and 
managing director, Mills & 
Rockieys Ltd., at the company’s 
22nd annual meeting. 

“I defy anyone when examin- 
ing appeal decisions recently 
given to find in them any thread 
of consistent policy or any trace 
of adherence to the principles 
upon which the Minister was 
understood—even declared—to 
be working,” he said. 

Nobody could foretell with any 
confidence the outcome of any 
particular appeal, whether it 
were a borderline case or whether 
it were at one extreme or the 
other of the range between the 
permissible and the prohibited. 

The greater the number of 
appeals the more likely it was 
that their conduct must be dele- 
gated to levels where impartiality 
of decision and consistency of 
policy must be more difficult to 
secure. 


Truce In Dublin 
Print Dispute 


Less than 


forty-eight hours 
before their postponed strike 
notices on Dublin newspapers 
and the Dublin Master Printers’ 
Association were due to expire, 
the Dublin Typographical Provi- 
dent Society announced that their 
members had agreed to accept the 
12s. 6d. per week wage increase 
offered by the employers. Up to 


that time they had been holding | 


out for a 25s. increase, although 
the lower rate had been accepted 
by most of the unions concerned. 

There is a proviso in the settle- 
ment, however, that wage negotia- 
tions between the D.T.P.S. and 
the employers will be re-opened 
at the end of this month. 

The Electrotypers and Stereo- 
typers Union, which had taken a 
stand with the D.T-.P.S., made a 


similar announcement. 


Bookings Cancelled 


UNION CLAIM HALTS DEVELOPMENT: 
COST WOULD MAKE IT UNECONOMIC 


Advertiser's Weékly Special 


Colour advertisements have been stopped by the “Daily 
Express.” Fifty advance bookings have been cance 

This decision is an indication that Trade Union pressure 
may end—at least for the time being—development of one 
of the most enterprising ventures yet in Press advertising. 

The National Society of Operative Printers and Assistants 
have been negotiating with the “Express” group for increased 
payments and manpower adjustments when colour is used. 


London Negotiations Snag 


The Union’s first move, at chapel level, was made in 
Glasgow, where, after considerable negotiation, agreement 
was reached. The Manchester chapel also submitted a claim, 
and finally a London demand was tabled. 

Agreement was reached in Manchester but the London 
negotiations did not run smoothly. The Express consider it 
would be uneconomic to run colour if the latest London claim 
is conceded. No more colour runs will be made in Glasgow or 
Manchester until a settlement is reached in London. 

Mr. W. Whittaker, a top-ranking Natsopa official, who was 
prominent in the Glasgow talks, told ADVERTISER'S WEEKLY 
he thought the measure of agreement in the North was a 
hopeful augury for success of the London talks. 

It is understood that several other big printing unions are 
discussing colour ads. in newspapers, at chapel level. 

@ See Stop Press for latest developmenst 


CONFERENCE 
QUOTES 


Here are comments from 
last week-end’s conference 
at Hull, reported on the 
next page: 

“On the ethical side we 
have to protect the public 
against unprincipled advertis- 
ing—but something has still 
to be done with the un- 
ethical advertiser.” — 

Arthur Chadwick. 
* * * 

“We must persuade people 
we are a learned, necessary, 
and noble profession.” — 

Harold E. Boulter. 
* * 


“A lot of people who 
ought to be in the clubs are 
not there-—-because they are 
not prepared to do the 
work.” 

Drummond Armstrong. 
* * * 


“Whilst advertising has to 
be conducted with restraint 
in these times of shortage, 
it is well that there should 
be publicity clubs where the 
principles and practice of 
advertising cam be discussed.” 

<r. F. . Bailey. Hull. 
* 

“We need rm. who 
can educate youth in the 
practice of their craft, who 
can spread faith in our 
trade.”"--Gavin Starey. 
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R.H. PENNEY, Advertisement Director, Northcliffe Newspapers Group Ltd., Carmelite House, E.C.4. 
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HULL CONFERENCE WARNED: 


Marcu 15, 1951 


‘Big Men’ Have Odd Ideas On Advertising 


BATTLE FOR PAPER: CLUBS CAN BE 
‘SSHOCK-TROOPS’ OF ADVERTISING 
The Clubs should act as the “shock-troops” of advertising in 

these days when politicians and other promihent men hold 


sadly— and perhaps dangerously — mistaken ideas on the 
industry. This was the challenge at a two-day conference 


organised by Hull Publicity 
Club last week-end to com- 
memorate their silver jubilee. 

The conference was held at the 
New York Hotel, under the 
presidency of Mr. Ellis F. 
Hopper. ‘ 

With the object of discussing 
club matters in the light of ex- 
perience, there were 16 speakers 
in the six sessions, yet with the 
social side of the conference in 
the hands of Mr. J. W. Hallowell, 
the business was judiciously 
blended with pleasure. 

A civic welcome was accorded 
to delegates, their friends and 
wives by Hull's Lord Mayor 
(Cr. H. J. Barney) and the Sheriff 
(Cr. F. L. Bailey) who were 
introduced by the Hull president. 

The first session was devoted to 

ublicity clubs in general with 
Mr. Arthur Chadwick (London) 
dealing with “What the Clubs 
stand for.” The club, he said, 
provided a meeting place for men 
and women; women were playing 
a greater part then ever before 
in the membership of the clubs. 


Promoting Goodwill 


Clubs had to promote co-oper- 
ation and goodwill among indus- 
trial heads and executives. Mr. 
Chadwick thought advertising 
was misunderstood by the “big” 
men of the country. They lacked 
an appreciation of the power, 
force and effectiveness of adver- 
tising. To counteract that some- 
thing had to be done of a digni- 
fied educative type, in order that 
such people could be better in- 
formed. 

Education, assistance and 
training of the younger element 
was vital, so far as club organis- 
ation was concerned. He wished 
the young men good luck but 
gave the warning that whilst they 
might think themselves more 
capable than the older men, they 
must never forget there was a 
background of experience which 
they had still to gain. 

They had to dispel ignorance 
of, and acquaint the community 
with, the true purpose of adver- 
tising by lectures, displays and 
posters. 

“Ideal methods of running a 
Club” were dealt with by Mr. 
Eric Brown (Leicester) who said 
the club should stand for the ad- 
vancement of good publicity, 
integrity of purpose and creative 
thinking. 

Hull's secretary, Mr. Claude F. 
Brown, spoke on “Those awful 
snags which do occur.” Adver- 
tisers, he said, had a rightful 


place in the club but one of the 
major snags was arranging a 
programme for the club's activi- 
ties to cover all points of view. 
There must be no split between 
the social and business side. 

The social side of club life 
was the theme for the second 
session, started by Mr. R. 
Williamson (Leeds), under the 
chairmanship of Mr. L. F. 
Larkin (Hull). 

Mr. Harold E. Boulter (Shef- 
field) showed how the social side 
keyed up with the serious func- 
tions of the club. 


Prospect Of A 
Nasty Knock 


The industry might have to 
take a nasty knock in 1951. The 
activities of the clubs’ social side 
as well as its serious side, had 
done much to stop the rot. 

“It is a trageay,” he continued, 
“that just as\ we were getting into 
our stride, following the frustra- 
tion of war years, that obstacles 
should again confront us. At the 
moment we have only just 
scratched the surface of the 
potentialities of advertising. I 
believe there are many more fields 
to conquer. You cannot do that 
just by giving a series of lectures 
on art, copywriting and layout.... 

“For far too long have we 
failed to combat the opinion held 
by far too many that we are a 
gang of spivs, out to extort 
money from people who can ill 
afford to spend it. Since we can 
never induce these poor souls to 
join our clubs let us meet them 
at our social events, so that they 
may be persuaded that we are 
very nice people out to earn an 
honest livelihood by benefiting 
mankind.” 

Mr. Hallowell spoke on how 
to organise and what to avoid in 
social functions. To be a perfect 
organiser, one had to be a com- 
plete dictator, he said. 

An organiser had to be a strong 
enough individual to carry his 
own schemes through. Politics, in 
a club, had to be avoided like a 
plague. 


Hang-Dog Look 

Mr. A. E. Jones, of Colwyn 
Bay, led the third session to a 
rousing start on the subject of 
“The Speaker Class.” Advertising, 
he said, had had the hang-dog 
look for far too long. There was 
great use and need for sneakers 
not merely to answer critics but 
because politics, whether we liked 


General view of the Conference. 
the organiser, 


it or not, were ever and always 
with us. 

“We have to realise these days 
that very few of those jacks-in- 
office imposed on us by the 
growth of bureaucracy have any 
idea of the function or value of 
advertising. 

“We have watched the soaring 
prices and reduction in quantity. 
through bungling or intent, of 
newsprint, which has become so 
scarce that we cannot do our 
job,” he said. 

It was impossible to maintain 
continuity when so little space 
was available and it did seem 
that advertising was beginning 
not to pay. There was plenty of 
paper for any amount of forms 
but none for brochures or circu- 
lars. 

“Paper is the lifeblood of our 
profession,” said Mr. Jones, “and 
if by default we fail to make 
adequate claim; for supplies of 
it, we are finished. If we are 
finished, who is there to explain 
the democratic way of life?” 

Clubs must supply the shock- 
troops for this campaign. 


M.P.’s Are Indebted 
Says Richard Law 


Commander Alan Robertson- 
Macdonald (London) in a racy, 
lively demonstration of “How 
not to do it,” told the session of 
the advantages of a speaker class 
and how it operated. 

Miss A. M. Whitley, as the only 
woman speaker of the conference, 
received rousing applause for her 
reminiscences and advice on the 
ordeals of a competitor in a pub- 
lic speaking conference. 

In the fourth session, after Mr. 
Gavin Starey of Oxford had said 
there could be no hard and fast 
ideal syllabus for publicity clubs, 
Cr. A. K. Jacobs of Hull gave his 
ideas on “Contacts with civic 
authorities.” 

Friday's dinner given by the 
directors of Hull and Grimsby 
Newspapers Ltd. was an almost 


Inset: Arthur Chadwick chats with 
J. W. Hallowell. 


perfect example of what a func- 
tion should be. Mr. T. B. Mac- 
Kim, managing editor of the Hull 
Daily Mail and Times series, 
Arthur Chadwick and Arnold 
Jones exchanged lighthearted 
badinage in short speeches. 

concert and cabaret followed. 

Saturday morning's session pro- 
duced a spate of constructive sug- 
gestions for closer contact with 
other clubs. 

Mr. W. R. Austen Hudson, 
M.P., was chairman at the lunch, 
which his firm, Wm. Cussons Ltd., 
had provided and he congratu- 
lated the Hull club on its effort. 

Toasting of “The Advertising 
Clubs of Great Britain, Northern 
Ireland and Eire,” the Rt. Hon. 
Richard Law, M.P., said politi- 
cians must realise that they did 
owe something to publicity and 
advertising. 

Many members of Parlia- 
ment were ignorant about ad- 
vertising, and he was sure that 
many of the members of the 
majority party in the House of 
Commons thought advertising, 
like profits, merely added to 
the cost of a product. 

The business side of the con- 
ference was officially closed by 
Mr. Drummond Armstrong, of 
the Advertising Association, who 
said: “I think this conference has 
been an inspiration. A great deal 
of goodwill has come out of it.” 

The conference concluded with 
a complimentary banquet given 
by the Hull Club, where Mr. Ellis 
Hopper presented to Mr. Hallo- 
well a tankard in recognition of 
his work of organisation. 

Mr. W. R. Austen Hudson, 
M.P. for North Hull, proposed 
the toast to the Club. 

_Mr. L. F. Larkin, one of Hull's 
vice-presidents, responded, say- 
ing Hull had now set a standard 
and they must always look to the 
future. 

In their achievement was a 
challenge to the younger mem- 
bers that they must again show 
London and the rest of the 
country what Hull can do. 
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More Papers, Periodicals 
Increase Selling Price 


The latest crop of selling price increases, now being notified, 
are accompanied by publishers statements that such increases 
have been made unavoidable by the recent steep rise in the 


price of paper, combined with 
steadily increasing general 
costs of production. 

Among the latest increases are 
British Journal of Photography, 
to 6d. April 6 Church of 
England Newspaper to 4d. 
Contract Journal, to 1s. 6d., 
April 4. Dancing Times, to 1s. 3d., 
April. Stitchcraft, to 1s., April. 
Times Literary Supplement, to 
6d., March 30. Vigour, to 1s., 
April. Fruit-Grower, 6d. to 9d. 
Monthly Speedway World, from 
Is. to Is. 6d., March. Speedway 
World (weekly), from 4d. to 6d. 
Cycling, from 4d. to 6d.. March 
29. Woman's Own, 4d. to 44d., 
April 7. Women's Illustrated, 4d. 
to 44d., April 7. Women's Pic- 
torial, 4d. to 44d., April 7. 
Everybody's, from 3d. to 4d., 
April 7. Home Chat, 3d. to 34d., 
April 7. Home Notes, 3d. to 34d.. 
April 6. Wide World, 1s. 3d. *o 
ls. 6d., May issue out April 20). 


Ireland’ 8 Prime 
Minister Writes For 


‘Advertiser's Weekly’ 


An article by the Prime 
Minister of the Republic, Mr. 
John A. Costello, opens the 
latest Special Supplement on 
Ireland to be published with 
“Advertiser's Weekly” next week. 

Another special contribution 
telling the advantages to be 
gained from trade between 
Britain and Ireland is by Mr. 
Daniel Morrissey, Minister for 
Industry and Commerce. 

How and where to sell in the 
Irish market is described in a 
series of authoritative articles by 
Irish experts. 


‘Eagle’ On Their 
Braces 


Hulton Enterprises has ar- 
ranged with a number of manu- 
facturers to produce various 
goods bearing the Eagle symbol. 

Riders of the Range” jigsaws 
are being manufactured by Tower 
Press Ltd.. “Riders of the Range” 
badges, spurs. six shooters and 
gun holsters by D.C.M.T. Ltd.. 
“Dan Dare” telescopes, by Selcol 
Products, and jigsaws by C. 
Coleman Ltd. Other goods in 
production are boys’ braces 
bearing the Eagle and “Riders of 
the Range” insignia; card games. 
filmstrios, cowboy costumes and 
“Dan Dare” uniforms, a minecine 
projector and films, transfer 
booklets by Raphael Tuck & Sons 
Ltd., stationery, a drawing set. 
and a mouth-organ. 


Notebooks incorporating in- 
scribed pencils were distributed 
by Time-Life International at the 
Eastbourne Dollar Convention 


New Venture By 
Herbert Gunn 


Herbert Gunn, former editor of 
the Evening Standard and now 
managing director of Gunn Pub- 
lications Ltd., publishers of the 
new monthly pocket magazine 
You, has formed an associate 
company Gunn-Darbyshire Pub- 
lications Ltd., which will concen- 
trate on the production of house 
and trade magazines. 

His fellow d.rector in this ven- 
ture is Leonard Claughton Darby- 
shire, who has established a wide 
reputation as an editorial consul- 
tant and designer and producer 
of house organs. 


Colour Print Processes 
Different methods of reproduc- 
ing pictures by colour printing 
were described by Mr. C. R. G. 
Simmons, chief artist, Hull Daily 
Mail, to Haltemprice Art Group 
at Anlaby last week. 
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Paper Chase—i0 


In Pursuit Of 
Bright Ideas 


To supplement their paper 
saving schemes W. H. Smith 
& Son Ltd. have offered a 
prize for the best list of sug- 
gestions for saving paper and 
making use of waste paper, 
submitted by an yy 

This contest has been ar- 
ranged, with cash prizes also 
for runners-up, to ensure that 
no bright ideas are born to 
blush unseen in branch offices. 

“Do not sit back and wait 
for the prize,” employees are 
told. “Put your own ideas 
into practice as far as you can 
without running counter to 
existing instructions, and see 
how they work.” 4 


You Can Still Book 
For To-night 


There are still a few tickets 
available for the Odeon, Leicester 
Square, premiére of “The Brown- 
ing Version” in aid of N.A.BS. 
to-night (Thursday). 

An estimate of the returns from 
the sale of programmes and 
tickets is £7,000. 


Ad. Ideas From China To Greece 


An interesting exhibition of 
some of the work done by Intam 
Ltd. and their Overseas Associates 
was opened at the London Press 
Exchange Ltd. offices in St. 
Martin’s Lane on Monday. It 
wil] run for three weeks. 

On show are many examples of 
local advertising overseas explain- 
ing techniques and _ themes 
adopted, and demonstrating a few 
of the complexities, problems and 
whimsicalites inherent in over- 
seas advertising. 

Of 42 panels on display, half 
are devoted to showing specimen 
work produced by some of 
Intam’s associates for their own 
clients ranging from metal polish 
to soap. 

Poster work includes a silk- 
screened sheet in 14 colours, with 
shading effects, from Hong Kong. 
Outdoor publicity is featured by 
photographs of neon displays and 
silk-screened glass from Greece. 

A spec al feature is the Festival 
of Britain advertisements pre- 
pared by Intam which have been 
placed in over S50 countries. 
translated into 15 foreign langu- 
ages and placed in more than 400 
different papers and periodicals. 
This has necessitated the setting 
up of some 85.000 words and 
8.865 inches of border. 

The exhibition was designed 
and mounted by Mr. H. P. Mund 
of Intam Ltd. 

A novel feature of the onen- 
ing was the presentation of an 
amusing “fake” commercial radio 
programme in which messages of 
welcome were presented from 
Radio Cevion and Malta plus 
humorous “hook-uns” with Radio 
Moscow and Paraguay 


This hat stand was bright with 
head-gear from many countries 
where Intam has an_ interest. 
Attendants are Eileen Hucks and 
Cynthia Bottomley. 


ADVERTISER'S WEEKLY 


iow They 
\s} Are Telling 


The World 


An illustrated brochure “Lon- 
don Calling You,” describing the 
International Advertising Confer- 
ence in general terms, prefaced 
by a message from Lord Mackin- 
tosh, Conference President, is 
being sent out now. 

Registration forms for overseas 
delegates are enclosed with all 
copies going abroad, except for 
those countries which have set 
up special Conference Commit- 
tees, 

Thousands of sticker stamps 
have been printed and despatched 


EASTER ISSUE 
Owing to the Easter holiday. 
ADVERTISER’S WEEKLY will 
be published a day earlier than 
usual—on Wednesday instead 

of Thursday—next week. 


for use on letters to publicise the 
Conference at home and abroad 
in the next few weeks. 

They have been sent to: Mem- 
bers of the Advertising Associa- 
tion and Conference Councils; 
members of all Advertising Asso- 
ciation and Conference Commit- 
tees; home advertising and pub- 
licity clubs; subscribers to the 
Conference Fund; Allied Organ- 
isations running Specialised Ses- 
sions; Overseas Advertising 
Publicity Clubs and Associations; 
Advertising Association “Confer- 
ence Contacts” overseas. 

These have been issued for use 
as carefully aimed direct mail 

“shots” at home and abroad. 

The responsibility of the Con- 
ference Publicity Committee, the 
stamps were designed by Alfred 
Pemberton Ltd., in conjunction 
with Mr. Reginald Mount. 


Pre-War Skit Is 
Revived 


Fortnum and Mason have re- 
vived their pre-war F and M 
Commentary, a skit newspaper 
produced on their behalf by 
Curzon International Ltd. 


Fewer Listen To Sunday Radio 


Radio listening, on Sundays, is 
at a slightly lower level than a 
year ago, states the British Mar- 
ket Research Bureau in its 1951 
survey report to Radio Luxem- 
bourg Advertising Ltd. 

Although there has been a 
decline in the Radio Luxembourg 
audience from 9 per cent of the 
adult population to 7-8 per cent, 
there has equally been a reduc- 
tion in the number of people 
listening to the B.B.C. Home 
Service (from 28 to 24 per cent) 
and the Light Programme (from 
73 to 68 per cent) on an average 
Sunday. 


Two possible reasons suggested 
are the increase in week-end 
motoring, and the growth of tele- 
vision. In the main, it is pointed 
out, the television audience lies 
in the southern half of England 
—the best area, on the whole, for 
Radio Luxembourg’s own service. 

The survey shows that almost 
three million adults tune in to 
Radio Luxembourg at some time 
on an average Sunday. 


Housewives’ Choice Of Ads.— 
See page 468 
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Lord Lyle— 
Raps “Our Rulers” 


F, Murray Milne, 


vice-chairman of the club, takes the floor 


London’s Gala: Lord Lyle 


On ‘Muzzlers Of The Press’ 


Over 800 at the Publicity Club of London Gala heard Lord 


Lyle denounce attacks on the freedom of the Press. 


our so-called democrats,” he 
themselves in no uncertain 
terms regarding the Press, and 
great efforts were made to 
muzzle you. 

“Their sinister efforts failed in 
their object, but I cannot help 
feeling that some of the ‘com- 
rades’ are only too pleased to 
think that the serious shortage 
of newsprint, brought about 
largely by the incapacity of our 
present rulers, has secured in 
part the objects which they so 
much desired.” 

He left it to others to judge 
whether Mr. Cube had any effect 
in changing the minds of the 
planners, but said that, for the 
time being at any rate, it would 
seem that they had shelved their 
scheme to “smash and grab” the 
sugar refining industry. 


Advertising’s Night 
Out, 1951 


Lord Lyle’s speech provided 
the only serious note in a bril- 
liantly successful evening. Held 
at Grosvenor House last Thurs- 
day. the Gala was attended by 
nearly a hundred more than last 
year. The Marquis and 
Marchioness of Donegal, Sir 
Harold Bowden (chairman, 
Raleigh Industries), Sir Herbert 
Williams, M.-P... and Lady 
Williams were among the guests. 

“Advertising’s night out for 
1951” was how the Club’s chair- 
man, Mr. ’. H. Gollings, 
described it, and among those to 
whom he paid a richly deserved 
tribute were the social commit- 
tec: R. J. Cooper (chairman). 
Sally Ayles, Alan Betts. Harold 
-Butler..Gladys Ensor, John Hew- 
son, Edith Johnson. Frederick 
Pemberton, Charles Stokes. and 
Sylvia Weinberg. Mr. Gollings 
presented Mr. Cooper with a gold 
pencil—gift from himself and 
Mrs. Gollings. 

Telegrams of good wishes, said 
the chairman, had been received 
from the Regent, Glasgow, Leeds. 
Oxford, Portsmouth and South- 
sea, Sheffield, Berks and Bucks, 


“Some of 


said, “have already expressed 


Manchester and Southampton 
clubs; Sir Miles Thomas (presi- 
dent, Advertising Association); 
and Mr. Newell Christiansen, of 
Bantam Books, U.S.A 

The toast of the visitors was 
proposed by Mr. F. Murray 


Milne, vice-chairman, and re- 
sponded to by Mr. Harold C. 
Drayton (chairman, United 
Newspapers and _ Provincial 
Newspapers). 


The distribution of gifts for 
the ladies and competition prizes 
given by 115 manufacturers to a 
total value of £1,125; the cutting 
of “the largest cake in the world” 
—weighing 1 cwt. 18 Ib— 
heralded by a lady trumpeter; a 
most enjoyable floor-show; and 
a surprise item in the form of 
the screening of a film of guests 
arriving, with commentary by the 
B.B.C.’s_ Brian Johnston, were 
among the highlights of an event 
that continued with unabated 
enjoyment till auld lang syne at 
2 a.m. 


Coventry 


PRIORITY FOR 
THE POSTER 


Outdoor advertising will fail in 
its purpose if the trappings round 
the site claim attention from the 
posters, Mr. J. W. Mills con- 
tended to the Coventry Publicity 
Association when he explained 
why the firm of Mills & Rockleys 
Ltd. employed an architect to 
design a uniform display panel 
for their sites. 

From a practical angle these 
panels had to be suitable for mass 
production; from an_ esthetic 
angle they had to beautify the 
sites ‘on which they were erected 
and. by contrast, they had to 
display any posters to the best 
advantage. 


This year’s recipient of the 
Publicity Club of London Cup 
will be voted for at next Mon- 
day's Club meeting. 


Reg Cooper— 
Picks the winners 
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‘Trace Of The Poet’ 
Is Needed 


A trace of the poet and some 
“art for art’s sake” should exist 
in every creative commercial 
artist, according to Mr. Frank 
Reynolds, of Hoare & Cole Ltd. 

Without this, his work would 
become of the humdrum hack 
type, said Mr. Reynolds, speak- 
ing to the Northamptonshire Pub- 
licity Club. All commercial artists 
could learn a great deal from the 
training given to painter-artists. 


Chairman, W. H. Gollings, 
watches his wife cut the cake 
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Leeds 


Why Women Lack 


Confidence 

A stimulating talk was given to 
members of the Publicity Club of 
Leeds at their luncheon meeting 
last Thursday, by Miss Audrey 
Withers, editor and director of 
Vogue, on “Fashion as a Selling 
Point.” 

There was a large attendance. 

Miss Withers said English 
women were rather more lacking 
in confidence than women in 
some other countries. She added: 
“I put the blame fairly and 
squarely on the men. I think 
Englishmen do a great deal to 
undermine the confidence of their 
womenfolk.” 


EAST ANGLIAN CLUB’S DINNER-DANCE 


The first annual dinner and 
dance of the East Anglian Publi- 
city Club was very successful and 
was graced by the presence of the 
Mayor of Colchester, Cr. Jack 
Andrews, Sir John Greaves, 
C.B.E., Lady Greaves and their 
daughter Miss Elizabeth Greaves. 
Mr. W. R. Balch attended on 
behalf of the Publicity Club of 
London and Mr. C. Harrison, 
managing director of The Ancient 


House, Ipswich, was also present. 
One of the highlights was the 
attendance—after his last per- 
formance of the night—of the 
famous comedian Max Miller. 
Mr. Miller was present as 4a 
guest but, with his usual exuber- 
ant spirit, organised an im- 
promptu story-swopping session 
between himself and the club 
secretary . . . and neither con- 


testant used a book. 


East Anglian Publicity Club held their first annual dinner dance at 


the George Hotel, Colchester. 


Seated, left to right: V. E. Hughes 


secretary, Mrs. R. L. Haynes, R. L. Haynes, chairman, the Mayor of 
Colchester, Cr. Jack Andrews, Lady Greaves, Sir John Greaves, C.B.E 
and P. J. Kelly, treasurer. 
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More News From The Clubs 


FRIDAY FOLK REVEL ON THURSDAY 


Mr. A. H. Knowles, chairman 
of Manchester’s First Friday 
Club, with his wife, welcomed the 
members and guests at the second 
annual Ladies’ Night last Thurs- 
day at the Midland Hotel. 

While Mr. T..H. Harper, of 
Osborne, Peacock & Co., Ltd., the 
secretary of the club, may have 
thought Thursday an odd occa- 
sion for a Friday Club, the dis- 
crepancy was skilfully explained 


away by Mr. Wheeler (L.P.T.B.) 
in a speech which ranged from 
Norse mythology to the farthest 
tables without ever losing wit. 
Dancing followed dinner and. 
under the guiding voice of 
T. G. N. Pearce (Kemsley News- 
papers) as M.C., cabaret followed 
dancing. Max Bygraves came 
along from the Palace Theatre, 
accompanied by a brilliant team 
of vocalists and dancing girls. 


The Friday Club Ladies’ Night: Left to right, William McMillan, 

advertisement director, “Manchester Guardian” and “Evening News,” 

and Mrs. McMillan; A. H. Knowles, of A. H. Knowles Lid., advertis- 

ing agents, and chairman of the First Friday Club, and Mrs. Knowles; 
and Walter Harrop, of Osborne, Peacock & Co., Ltd. 


A happy group at the Piccadilly Club of Leeds N.A.B.S. dance. Back 
row: Miss Millicert Strachen, Stanley Gray (president), and W. C 
Strachen (former ciairman); front row Mrs. Gray, Miss D. Johnstone, 
Mrs. Strachen, Miss Madge Howdill, and Miss Phyllis Johnston. Photo 


by “Yorkshire 


Trumps For N.A.B.S. | 


Nearly 300 members of the 
Publicity Club of Leeds and their 
friends attended a whist drive and 
dance held at the Astoria Ball- 
room, ——. last week, in aid of 


The chairman, Mr. Henry J. 
Sutcliffe, thanked them for their 
support, and Mrs. Stanley Gray, 
the wife of the president. Mr, 
Stanley Gray (Yorkshire Post). 
distributed the prizes. 


Police Tribute To 
Press Publicity 


A tribute to the usefulness of 
Press publicity to the C.1.D. was 
paid by Supt. H. R. Balmer, chief 
of Livernoo!] C.1.D., in a talk to 
Liverpool Publicity Association. 


Evening Post.” 


Norwich Club 
Planned 


A meeting is being held next 
Tuesday with a view to forming 
a Norwich Publicity Club. 

Anyone interested should get 
in touch with Mr. L. D. Martin 
Brown,, associate director, Wills- 
more & Tibbenham (Norwich) 
Ltd., Anchor Buildings, Red Lion 
Street, Norwich. 


Essay Competition 

Subject of this year’s essay 
competition held by the Publicity 
Club of Glasgow for the 
Campbell Humphreys Memorial 
Cup will be “How Does Adver- 
tising Benefit the General 
Public?” The competition is 
open to juniors in Glasgow. 


OBITUARY 
Sydney Presbury 


A pioneer in cinema advertis- 
ing, Mr, Sydney  Presbury, 
governing director of S. Pres- 
bury & Co., Ltd., producers and 
distributors of films and slides, 
died on Monday, three days 
before his 79th birthday. 

Mr. Presbury started his career 
in billposting and _ printing, 
specialising in the publishing of 
theatre programmes. 

It was in 1898 that he founded 

his own firm and pioneered the 
colour advertising slide. He was 
also responsible for placing 
cinema advertising on a national 
basis. He secured the first 
national contract for screen ad- 
vertising during the first world 
war. 
When the Advertising Associa- 
tion was formed he was elected 
a member of the Council, the 
first member of the screen adver- 
tising business to serve. He was 
also chairman for some time of 
the Screen Advertising Associa- 
tion. 

His two sons will carry on the 
business of S. Presbury & Co., 
Ltd., Phillip S. Presbury as 
governing director and J. Guy 
Presbury as director. 


R. H. Nourse 


Mr. R. H. Nourse died on Sun- 
day at the age of 68 following an 
operation. He was a director of 
the Winter Thomas Agency until 
he retired at the beginning of the 
last war. 

He entered advertising as an ad- 
vertisement representative on The 
Times, and then became advertise- 
ment manager of the Autocar, 
advertisement manager of Adver- 
tising World and English adver- 
tisement director of the Stuy- 
vesant Group of Publications of 
U.S.A. 

Before joining the Winter 
Thomas Agency he was service 
manager of Wiggins, Teape and 
Alexander Pirie Ltd. He lived at 
9 Norton Road, Hove, and leaves 
a widow and three daughters. 

He was one of the smal! com- 
pany of advertising men, jaclud- 
ing W. W. Studd and Andrew 
Milne. who founded the Publi- 
city Club at Anderton’s Hotel in 
1912 or 1913. He was also a 
member of the Aldwych Club 
since its earliest days. 


J. J. Wood 


Mr. John J. Wood, of Bulpitt 
& Sons Ltd.. manufacturers of 
“Swan Brand” products, has died 
at his home at Quinton. He 
was 64. 

A native of the Midlands, Mr. 
Wood joined Bulpitts in 1916 and 
held the position of personnel 
manager and advertising manager 
for the last thirty years. He took 
an enthusiastic interest in the 
firm’s social and sporting activi- 
ties, and in his capacity as chair- 
man of the sports club organised 
many enjoyable social events. 
Keen sportsmanship, allied to a 
lively sense of humour, won him 
many friends in business and 
private life. 
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Boost By Bus 


A double-decker bus publicis- 
ing Hastings has been sent on a 
2i-day tour of selected areas in 
southern England by the publicity 
department of Hastings Corpora- 
tion. 

Dioramas and coloured photo- 
graphs have been fitted into the 
windows, and the sides carry 
slogans. 

The lower deck is used as an 
information bureau and the 
upper deck as a cinema. 


SPORTING LUNCH 


On the eve of the flat racing 
season, and for the third year in 
succession, Sporting Life enter- 
tained the stewards and members 
of the Jockey Club and National 


Hunt Committee to lunch at the - 


Savoy on Tuesday. Mr. A. C. 
Duncan, the chairman cf 
Odhams Press Ltd., publishers of 
the paper, presided and proposed 
the main toast. All sections of 
the turf were represented. 

Sir Percy Loraine replied to the 
toast of the Jockey Club and the 
National Hunt Committec. 
Other speakers included Edward 
W. Davies, chairman of the Press 
Association, and A. B. Clements, 
editor of Sporting Life. 


Largest Poster: 


* . 
Nescafé Claim 

On behalf of The Nestlé Com- 
pany, Willing’s Poster Advertising 
Co., Ltd., have designed and 
affixed what is believed to be 
London's largest poster, for dis- 
play at the Daily Mail Ideal 
Home Exhibition. 

Sited at Approach Road. 
Olympia, by the main entrance, .t 
advertises Nescafé. The poster. 
which is 114 feet long by 10 feet 
high, has yellow lettering on a 
blue background. 


F. W. Hilton 


General manager of Ad. Sites 
Ltd.. Bombay, Mr. Frederick 
William Hilton, died in Bombay 
on Saturday. 

He was previously with the 
Sunday and National Standard in 
Calcutta, and then general man- 
ager for the Bharat group. A 
keen amateur footballer he used 
to play full back for the Calcutta 
Club, premier British Club in 
India. 


W. J. T. Colman 


Mr. William John Terrell 
Colman, of Croft Road, Swindon. 
for 46 years editor of the North 
Wilts Herald, Swindon, died in 
hospital on Saturday aged 77. He 
was with the paper for 57 years. 


O. Walker 


Two months after his appoint- 
ment as a director of the Dunlop 
Syorts Co., Ltd. Mr. Oscar 
Walker, its general sales manager 
since September 1949, has died at 
his home at Kenton, Middlesex. 
He was 59. 
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NEWS ABOUT PEOPLE 


Reg. White 


Appointed general manager of 
Sells Ltd. is Reg. White. A native 
of Preston, he was for over 18 
years associated with the J 
Walter Thompson Co. in develop- 
ing and extending their London 


organisation, and he has also 
served with G. Street & Co., Ltd. 
and Cross Counteney Ltd., of 


Manchester. 

This appointment is in accord- 
ance with Sells’ policy of .e 
Organisation following the death 
last year of H. G. Wood, manag- 
ing director. Miss Olive M. Hirst 
and A, S. J. Painter retain the 
joint managing directorships, with 
Charles H. Sell as chairman 

* * * 


John K. Lambert has been ap- 
pointed manager of the research 
department at F. C. Pritchard, 
Wood & Partners Ltd. Mr 
Lambert, who is an Associate of 
the Market Research Society and 
of the Association of Incorpor- 
ated Statisticians was with British 
Market Research Bureau Ltd., 
before joining Pritchard, Wood. 
He is an honours graduate of 
Lincoln College, Oxford, where 
he specialised in economic theory 
and statistics 

> * * 

V. Geil, space buyer, Rex Pub 
licity Service Ltd., has returned 
from Switzerland and is now 
back at work after eight months’ 
absence due to ill-health. 

- . - 


H. G. Polaine who has just 
been elected a member of the 
Society of Miniaturists, has de- 
signed a fancy wrapping paper 
for Spicers which has been 
approved by the Festival of 
Britain souvenir committee. It 
incorporates drawings of famous 
London landmarks 

* > 7 

The story of his 50 years’ in 
journalism by John McCulloch. 
public relations officer with the 
War Office. who is a native of 
Galloway, is appearing in serial 
form in the Galloway Gazette 

* * * 


Major V. Dilwyn Jones has 
been re-elected chairman, and 
Vernon Jones vice-chairman, of 
Llandrindod Wells Development 
Association advertising commit- 
tee 


G. Nightingale 


Kenneth Pounds 


G. S. Campbell (Franco-British 
Electrical Co.) who has been 
vice-chairman, Electrical Sign 
Manufacturers’ Association, since 
1949, has succeeded A. E. Bead- 
nell (Elders, Walker & Co.) as 
chairman for 1951 and 1952, and 

- C. Vereker (lonlite) was 
elected vice-chairman for the 
same period. 

Mr. Campbell, is well known 
for his work on the Outdoor 
Advertising Industry Advisory 
Committee. 

(Beadnell: See Mainly Personal, 
page 496.) 
* * * 
Consequent upon the death of 
Ernest Morison. Chairman of 
A.A. Sites Ltd., since the incep- 
tion of the company, J. M. 
Beable, managing director, has 
taken on the additional appoint- 

ment of Chairman. 

Wilson, sales manager 

for 17 years, has been appointed 

to the Board. 
* 


. kL 


* 

Horace Walker, managing 
director of Reid, Walker Adver- 
tising Ltd., is now convalescing 
from an illness which necessitated 
his being in hospital for some 
time. 

* * * 

Sidney A. Grummitt, produc- 
tion manager, Royal Society for 
the Prevention of Accidents, is 
joining R. & A. Main Ltd., the 
gas cooking and heating engin- 
eers, on April 2 as publicity man- 
ager. Before joining RSPA in 
1947 to open up the production 
department, he was with the 
lilling Association Ltd. as pub- 
licity manager. He started in ad- 
vertising over twenty years ago 
with Lintas Ltd. Mr. Grummitt, 
a council member of the Adver- 
tising Association, gained his 
D.A.A. in 1935, and is the im- 
mediate past chairman of the 
Society of Diploma Members. 

* * * 


A. E. Alvarez, managing direc- 
tor, Irving Productions Ltd. and 
associated companies, is under- 
going a major operation in the 
London Clinic. 

* * 

David Dimmock has joined the 
information division of Gordon 
& Gotch Lw. as assistant P.R.O 
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Provincial Newspapers Announce 
Ad. Department Changes 


A number of Provincial News- 
papers advertisement department 
changes are announced by Alan 
Robertson-Macdonald, advertise- 
ment director. 

George E. L. Nightingale, who 
becomes London assistant adver- 
tisement manager, joined the 
Group in 1939. He will con- 
tinue to represent the Lancashire 
Evening Post and the Edinburgh 
Evening News. 

Kenneth N. Pounds, who 
joined as a representative in 
1935, is appointed London repre- 
sentative of the Yorkshire Even- 


ing News and 
Gazette. 

D. C. Parry is now London 
representative, Northampton 
Chronicle & Echo, in addition to 
the Preston Guardian, which he 
has represented since April 1949. 

A. J. Caudle, who joined in 
1940, is appointed London repre- 
sentative, Burnley Express & 
News and Northampton Indepen- 
dent, in addition to the Nuneaton 
Observer series which he has 
represented since February 1949. 

Dames-Longworth is ap- 
pointed London representative, 
Northampton Mercury & Herald 
and Blackburn Times. 


the Doncaster 


He started his career as a journal- 
ist with the Film User. After 
touring the southern counties 
with a 16 m.m. film exhibiting 
and production unit, he returned 
to London to join the Film 
Sponsor. He was responsible for 
the founding of Pony, the maga- 
zine for young riders, and was 
its assistant and art editor. 
* * * 

At the end of May, A. H. 
Parker will be resigning his 
position of general sales manager 
with Wiley Displays Ltd.. of Low 
Moor, Bradford, which he joined 
last November. 

* * * 


Mills & Rockleys’ Doncaster 
office, responsible for Doncaster, 
Pontefract, Goole and surround- 
ing districts, has been promoted 
to group area office status and 
C. T. Courtney-Lewis has become 
the Doncaster group manager. 
He joined Mills & Rockleys in 
1947 when he left the R.A.F. and 
for the last three years has been 
assistant group manager _ in 
Coventry. M. P. Nichols has 
now taken over this latter post. 

Mills & Rockley’s Yorkshire 
group, controlled by Frank Kay 
at Hull, is no longer responsible 
for the Doncaster area. 

* * * 

H. W. (Harry) Warne has been 
appointed chief circulation repre- 
sentative of the Daily Herald and 
Sporting Life. 

* * * 

Douglas D. Cocksedge, a direc- 
tor of P. N. Barrett & Co. (Pty) 
Limited of South Africa, will be 
travelling from Johannesburg to 
this country on, or about, March 
23. 


| ao 


J. K. Lambert 


Courtney-Lewis 


Overseas 
Delegates 
Register 


Among the _ International 
Advertising Conference  dele- 
gates who have registered are: 
W. George Akins, president of 
the Walsh Advertising Co., Ltd., 
of Toronto, which has branch 
offices in Canada at Windsor and 
Montreal. 

G. H. Patterson, governing 
director of George Patterson 
Pty. Ltd., chairman of Gillette 
Safety Razor Co. of Australia 
and deputy chairman of Peak 
Frean (Aust.) Pty. Ltd. 

Adolf Wirz, owner of Rekla- 
meberater BSR, a 25-year old 
advertising agency in Zurich, and 
Swiss representative of W. S. 
Crawford Ltd., Mather & Crow- 
ther Ltd., and Young & Rubicam 
Ltd. 

Miss Hana Norton Atha (Mrs. 
Arthur A. Atha), owner of the 
Hana Norton Art Service of New 
York. 

Keith Buffam, managing direc- 
tor of the Roth-Buchner Com- 
pany of Berlin-Tempelhof. a 
subsidiary of the Gillette Safety 
Razor Co. of U.S.A.—and a 
member of the Berlin Association 
of Merchants and Industrialists. 

Sverre Gann, secretary of a 
Norwegian fortnightly illustrated 
paper and a member of the 
Norwegian Advertising Assn. 


Major A. Huskisson, managing 
director of Simvson (Piccadilly). 
has joined the Conference social 
and entertainments committee. 


David Dimmock 
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daily 
net sale in 


the world 


daily inch 
per thousand 
space rate 
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Voice Of Advertising 


PEAKERS at the successful conference organised by Hull 
GS passes Club sounded the call to arms in defence of 
advertising. 

After deprecating that there had been a ““hang-dog” look about 
the industry for far too long, Mr. Arnold Jones listed these tasks 
of public relations: To answer the ill-informed critics and enemies 
of advertising; to show that advertising is a vital element of our 
democratic way of life; to convince the sceptics; and to encourage 
recruitment. 

The club movement is playing a vigorous part in the battle 
against bureaucracy and misrepresentation by providing in thirty 
or more towns platforms for discussion and education. Most 
important of its work is the bid to develop public speakers as the 
shock troops of advertising. 

Yesterday at the headquarters of the Advertising Association 
Sir Miles Thomas made the draw for contestants in the forth- 
coming public speaking competition. He was performing an 
important task, for there can be nothing better for advertising 
than the encouragement of those who are preparing to spread 
the sales message of an industry which has a great story of public 
service to tell. 

When they are trained in the art of speaking, these disciples 
must be provided with the shot and shell for their verbal broad- 
sides. Here the Advertising Association can help. A good 
beginning was made with the introduction of Speakers’ Notes 
and, no doubt, steps will be taken to keep these up-to-the-minute. 

The fruits of the scheme to train public speakers will be enjoyed 
in the future. That is an encouraging thought, for the forces 
opposed to advertising—both the ignorant and the vicious—are 
formidable. They must be shown the strength Of a vital industry's 
convictions at the International Conference—and the advantages 
which will surely be won in July must be pressed home. 


Open Your Doors—Now! 


HE Youth Scheme, more than any other aspect of the 

International Advertising Conference, has captured the 
imagination of advertising people throughout the world. Here is 
Britain’s opportunity to give international advertising a lead in 
encouraging the young people on whose efforts depends the 
future of the industry. 

The success of this grand venture now depends upon the speed 
with which offers of hospitality for our guests are made. 

In a country renowned for its hospitality there can be no doubt 
about the willingness of people to entertain visitors from overseas. 
But there is a very real danger that delay in registration may 
seriously affect the smooth running of the scheme. 

The organisers have many weeks of personal tying-up and 
dovetailing ahead of them after hospitality offers are registered. 
If you will help, they want your name—now. 
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Something In 
The Air 


HE attention of high B.B.C. 
‘I officials, it is understood, is 
to be drawn to commercial 
messages which have recently— 
and no doubt quite innocently 
—crept into television pro- 
grammes. 

Several incidents have been 
noted: 

Ihe mame of a well-known 
chain store slipped out: “You 
can get them at —'s,” 

The name of a famous make 
of vacuum cleaner was men- 
tioned as the possible source 
of a humming noise. 

The name of a product cur- 
rently advertised as being use- 
ful against colds—although it 
has another, more palatable 
use—was casually quoted. 

And it is also said that the 
name of the brewer was visible 
on a beer barre] used in one 
programme. 

Developments are awaited with 
interest, for the B.B.C. frown 
fiercely on any suggestion of 


“advertising.” 
—_ —_— = 
Advertising faces nine busy 
and difficult months. Busy be- 


cause everything must be geared 
up for the Festival. Difficult 
because costs are soaring, paper 
stocks falling. And on top of it 
all there may well be a General 
Election, with all its repercussions 
on commerce. Shrewd business 
man Lord Woolton recently held 
a secret meeting to tell his chief 
lieutenants to prepare for an im- 
mediate poll. His party is getting 
ready for early battle in the con- 
SULMENCICS. 
_- _- —_ 


Festival Ad. 
‘Failure’ 


HERE will undoubtedly be 

an autumn inquest on Festi- 
val of Britain publicity which, 
by commercial standards, is fail- 
ing in the United States, 

The Manchester Guardian this 
week drew attention to some of 
the shortcomings of the cam- 
paign in America: 

A man who recently visited 
several American cities reports 
his surprise at finding how 
little impact appears to have 
been made by the Festival of 
Britain publicity campaign. . . 
the word “Festival” has a more 


religious connotation in some 
parts of the United States than 
is intended for it in Britain 
this year. Americans certainly 
prefer to call the Festival by 
some name of their own, like 
“fair” or “exposition,” and do 
not seem comfortable with the 
correct title on their tongues. 
One man in the travel business 
in New York is reported to have 
said: “It’s no use thinking that 
the Festival of Britain is going to 
keep Americans away. If they 
want to come to England this 
year they'll come just the same.” 


The Eire Government has big 
plans for “selling” the Republic 
and its wares. An Export Cor- 
poration will shortly be set up to 
assist Irish manufacturers in plac- 
ing their goods in world markets. 

= — —_ 


Patent Medicine: 
A Warning 


F pharmacists follow the 
advice of the Pharmaceutical 
Society of Great Britain, the 
makers of proprietary medicines 
will be faced with advertising 
problems in the near future. 
Their copy is under fire, par- 
ticularly some of that used during 
the recent influenza epidemic. 
This follows a leading article on 
this page, March 1. 
ADVERTISER'S WEEKLY said: 
The recent influenza epidemic 
focused attention on the copy 
of advertisements for certain 
patent medicines, and there 
have been revealed certain 
disturbing tendencies. .. . 
Latest issue of The Pharma- 
ceutical Journal (official organ of 
the Society) takes “strongest ex- 
ception to advertisements such as 
those which appeared during the 
recent influenza epidemic, where 
various manufacturers claimed 
on the one hand that failure to 
take their particular brand of 
preparation would leave members 
of the public susceptible to 
influenza.” 
The journal asks, ominously: 
“Would it be too much to suggest 
that every pharmacist looks care- 
fully at his stock of proprietary 
medicines in the light of the way 
in which these are advertised 
directly to the public and points 
out to those* makers who rely 
upon testimonial advertising to 
boost their sales, how unscientific 
such an approach must neces- 
sarily be?” 
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UNIQUE we said and unique we mean. 
VANITY FAIR every month is capturing 
more and more readers among women 
who know what they want out of 
life... Women who aim to achieve poise 
and personality. Women with a dress 
sense and a constant pride in their ap- 
pearance; women who follow every new 
trick and trend in changing fashion. 
That is why, if your appeal is to the 
younger, smarter woman, your media 
plan is not complete without 
VANITY FAIR with its 68 pages of 


fashion, features, fiction and clever 


ideas in pictures. Selling at ONE 


SHILLING & SIXPENCE, the rates are 
equally moderate at £100 per page Black 
and White; £150 Colour and a generous 


overall page size of 10}" deep, 84” wide. 


Produced by the publishers of HARPER'S BAZAAR and GOOD HOUSEKEEPING 
THE NATIONAL MAGAZINE CO. LTD., 28/30 GROSVENOR GARDENS, LONDON, 8.W.1. Telephone SLOane 4591 
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VERY distinguished reader 

has a concern about the 

number of advertisers 
who go out of their way to 
include a provocative picture of 
a woman in advertisements. 

Specifically he mentions a 
tube-card advertising a French 
liqueur with a boudoir-like pic- 
ture of a man and woman seated 
on a sofa with a shaded light, 
gazing into each others’ eyes. 
There are two liqueur glasses on 
the table but he feels that the 
insincere feminine appeal is 
somewhat salacious. 

Equally he is disturbed by a 
Tintex Dyes advertisement show- 
ing a woman in a multi-coloured 
evening dress and a very untidy 
head of hair. He says the ad- 
Vertisement is not objectionable— 
but silly. 

And finally he mentions that 
many engineering products are 


advertised by posters showing a 
girl in a luxurious evening dress. 

Such use of feminine appeal, 
he feels, is a terrible mistake— 
particularly at a time when 
governments will seize any stick 
that’s handy to belabour adver- 
tising and the Press. 

This really raises two separate 


Review of 
Advertising 
by 
COPYTASTER 


questions, one concerning ethics 
and the other, efficiency. Sala- 
city is in the eye of the beholder; 
and the liqueur advertisement, 
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PROVOKED BY SEX 


CHATHAM. 


58 HIGH ST., CHATHAM 
Lonoon ARTHUR CLAY, 80 FLEET.STREET cex. 7500 


which I see every evening on my 
way home from work, certainly 
never struck me as salacious. My 
own impression was that the ad- 
vertiser was appealing not to men 
at all, but to women, and that 
the picture's message was simply 
that an evening-dress occasion is 
an occasion for this French 
liqueur. Certainly it never 
occurred to me until now that 
even the most impressionable 
youth would draw the conclusion 
that this particular product would 
be a valuable preliminary to 
seduction. 

It is a well-known advertising 
device to suggest that a product 
is luxurious and glamorous by 
showing it being used by glamor- 
ous people in luxurious sur- 
roundings, and I think it is 
legitimate. 

Tintex Dyes’ poster seems quite 
harmless. The advertiser wishes 
to attract the attention of women, 
and the very best way of doing 
this is to show them a picture of 
a weman who is using the pro- 
duct or has obtained satisfaction 
from it. The poster seems to 
me to say quite effectively. with- 
out any words at all, that Tintex 
Dyes are available in many 
colours; that they can safely be 
used even for the delicate fabrics 
used in evening dress; and that 
a girl who uses them can hope 
to look hanpy, beautiful, glamor- 
ous. desirable or whatever other 
adjective the viewer likes to 
anovly to the girl in the picture. 
That's quite a mouthful for a 
poster to say. and I would have 
thought that it said it auite well. 
As for the girl’s untidy hair. what 
does anv man excevt a barber 
know? When women will pay 
out good guineas to be made 
like urchins. who are we to com- 
plain if they look untidy? 

Finally, the engineering adver- 
tisements with pictures of women 
in evening dress. These I have 


,; not seen, but I do know that a 


good many engineering firms— 
some of them very large and 
famous—alwavs send out calen- 
dars bearing hiehly-coloured pic- 
tures of what T used to know as 
Kirchner Girls — provocative 
young females either showing a 
great deal of leg or wearing near- 
transparent lingerie. 

They say that such calendars 
are always hung up prominently 
in their prospective customers’ 
offices, while less startling affairs 
disappear into wastepaper bas- 
kets. Some of them can produce 
a mass of impressive evidence in 
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Bi CO presents 


A SHORT HISTORY OF WRITING 


© primitive man experienced the ung 


Are you using a Bitu 
writing and the bese? 


To the 
Teaching Prefonton 


the modern way 4 


requred 


Bi B°O the batipoint pen 
with THE WoRLo @"" stavice 


“Series advertisements is one 

of the hoariest ideas in advertis- 

ing. But Biro are dead right 
here.” 


the way of letters of thanks and 
requests for copies. 

Ihis does seem to be in very 
bad taste and some of the calen- 
dars seem to be salacious even 
to my tolerant eyes, but I really 
don't think such lapses are bad 
enough to give anybody but a 
professional puritan a sleepless 
night. If my correspondent had 
complained about some recent 
advertisements, and hand-painted 
posters on theatre fronts, for 
American and Italian films I 
should have heartily agreed with 
him. 

* * * 

IT HAS BEEN said before in 
these columns that the numbered 
series of advertisements is almost 
always a sad mistake. You know 
the kind of thing I mean: “The 
Wheel Through the Ages, No. 1” 

rt “Famous Marches in History, 

No. 1” followed by a tedious bit 
of copy telling the story and 
ending lamely with a reminder 
that the wheels of to-day run 
best on Smith's Tyres or that so- 
and-so’s rubber heels make walk- 
ing a pleasure. 

It is one of the hoariest ideas 
in advertising. and it is silly 
because the client is the only 
person who ever sees the whole 
series. To the majority of readers 
the running headline is not an 
incentive to read the advertise- 
ment, but a deterrent. Who on 


earth has such a passion for 
serial stories that he has to em- 
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DON’T LIMIT YOUR ADVERTISING! 


ut advertising 


«What abo 


-»«Fing up or write “oi 


THE COMMERCIAL ADVERTISEMENT OFFICER 


BRITISH TRANSPORT COMMISSION 


ba ia 


CRANBOURN CHAMBERS, LEICESTER SQUARE STATION, LONDON, W.C.2. PHONE: TEMPLE BAR 3490 
SCOTTISH OFFICE: 7 CASTLE TERRACE, EDINBURGH. PHONE: EDINBURGH 3102! 2 


* *& FREE to advertisers and advertising agents: LONDON’S TRAVELLING PUBLIC. This publication, the first 4 
of a series of surveys, analyses an important market — the people who travel in the Greater London area. 
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ADVERTISER'S WEEKLY 


Lessons From 
Lansbury 


London County Council’s main contribution 
to the 1951 Festival of Britain—the Lansbury 
neighbourhood unit, which forms the live archi- 
tecture section of the Festival—has created 
wide interest in every local authority department. 
Architects, planners, surveyors, engineers, 
financial and legal officers have been following 
its development at every stage. Until now the 
project has only been dealt with piecemeal in 
the technical press: no comprehensive treat- 
ment of the whole scheme has been available 


to local authorities. 


Now the Municipal Journal and Public Works 
Engineer collates the work of all L.C.C. depart- 
ments concerned with the Lansbury project—in 
a special supplement to be published with our 
April 6 issue. The Leader of the L.C.C., 
Mr. I. J. Hayward, is writing a preface to the 
supplement, which is being produced in full 
co-operation with the council; it will prove a 
valuable work of reference on the largest post- 
war local authority project. 


Each Municipal Journal subscriber will receive 
a copy of the Lansbury supplement with the 
April 6 issue; a wide circulation is assured, as 
members and officers of every local duthority 
will find that the methods adopted at Lansbury 


will be useful nearer home. 


3/4 Clement's Inn, Strand, London, W.C.2. 
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s Hemeat sad mouth 
+ 6@ much more than 
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wily fuodstulle Ne 


PRESTCOLD 


keeps good food goo ! 


PRESSED STEEL COmPARY (imiTEO COWLEY OxFoRD 


Photograph and heading will 
attract. And the copy will undo 
their work. 


bark on serial advertisements as 
well? 

But there is an exception to 
every rule. Biro are dead right 
in trying to capture the school- 
children, and | can 


HERE ARE TWO advertisements 
about children, and they are both 
well worth careful study. Milo’s 
drawing is a tremendous eye- 
catcher, but | am by no means 
sure that it, with its rather 
depressing headline, will attract 
such a high proportion of readers 
as Prestcold’s. 

The copy of both advertise- 
ments starts very well indeed, and 
Milo’s writer was clever to give 
the boy a name and therefore 
make him seem more alive and 
real. Milo’s copy is good right 
to the end. Notice the beginning 
of the last paragraph: “Though 
Godfrey doesn’t know it yet...” 
and the gentle persuasiveness of 
the paragraph at the head of the 
last column: “To-day much is 
known, more than ever before, 
about the human body, how ut 
works, and what it needs to main- 
tain energy and health, It is with 
full benefit of this advanced 
knowledge that Miloiscomposed.” 
How very gentle a tap—not loud 
enough for a knock—at other, 
older, bedtime drinks, and how 
very insidious! 

Prestcold’s copy, on the other 
hand, ends most disappoirtingly 
after the bright beginning with 
its rush of eager little questions. 
When I first used the adjective 
mouth-watering twenty years ago 
I invented it for myself. Others 
may have used jt, but I had never 
seen it before. It was fresh and 
pleasing and I could go home 
with a little glow of pride within 
me. But to-day it is just a cliché 
—a bit of the smal] change from 
the tired copywriter’s purse—and 
when I see it I begin to look 
round for more clichés, and 
usually I find them. “Safety and 
peace of mind”—surely I saw that 
in an insurance headline yester- 
day. “The finest you can buy”— 
what is that but the phrase of a 
thousand copywriters who knew 
it was naughty to say “best in the 
world?” 


think of no better 
way than putting 
advertisements into 
a magazine like 
Education persuad- 
ing teachers to use 
Biro advertise- 
ments as materials 
for their lessons. 
I am told that more 
than six hundred 
teachers wrote to 
ask for the com- 
plete series of these 
advertisements. and 
I hope that the 
Biro Pen people 
appreciated the 
cleverness of the 
man. -Or woman 
who had the idea. 
If even a third of 
the teachers use 
them, the advertise- | 
ments will have | 
been an almost in- 
credible bargain. 


How very gentle «a 
fap. 


MIL 


mabe ham grow strong end county 


Cup of Health —— 
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4 ? 
Nim ws 'UT more and more news comes ticking out of it 
i x = , 
BZ f/than ever before. And there is less and less space 


in which to print it. So whether or not the world 


is really small, the British newspapers unquestionably are. 

It is an interesting and consoling fact, however, that the 
characters of individual newspapers are quite as clearly 
expressed in six pages as they once were in thirty. Each 
newspaper works upon its own definition of “ news;” and 
the two paramount factors, choice and treatment, are seen 
in clear relief. 


So now as ever 
Che Daily Telegraph 
remains outstandingly 
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PRINCES PRESS 
PUBLICATIONS 


Cover all important fields of engineering 
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PRINCES PRESS LTD. 


147 VICTORIA ST., LONDON, S.W.1 


Telephone; VICTORIA 6423/4 
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| Housewives Tell Which 


Ads. Please, 


Seven housewives gave their 
frank opinions on advertising at 
a London meeting of the te 
porated Advertising Managers’ 

Association last week. 

The housewives panel was: 
Mrs. J. Mew. chairman, British 
Housewives League, Mrs. 
Carrington-Wood, secretary, 
National Federation of House- 
wives Associations; Mrs. Borrett, 
vice-chairman, London House- 
wives’ Association; Mrs. J. Turner, 
Women’s Institute; Mrs. H. 
Morgan, vice-chairman, National 
Union of Townswomen’s Guilds; 
and Mrs. M. Schofield and Mrs. 
A. Moore of the Women’s Co- 
operative Guild. 

All said they read Press adver- 
tisements—“they form part of 
one’s reading.” Good layouts and 
colour were the things that caught 
the eye. 

The panel said most house- 
wives felt that in buying the pro- 


| duct they had to pay for adver- 


tising too, although the panel 
themselves realised that advertis- 
ing in the long run helped io 
lower prices. 
Advertisements which did 
not include the price of the 
product were considered to be 
useless. 

One member found strip car- 
toons “infuriating.” The re- 
mainder found them absurd but 
“simply had to read them.” 

Key Ads. Regarded 
With Suspicion 

The women had little confi- 
dence in mail order advertise- 
ments, unless the advertisement 
was by a reputable firm. The 
standing of the paper in which 
the ad. appeared was also taken 
into consideration. Keyed adver- 
tisements (flat “c”* and room 
“A”) were looked upon with 
suspicion as were those which 
asked applicants to name an 


; alternative colour or style. 


Outdoor advertising came in 
for praise—except where it 
“desecrated the countryside.” But 
in built-up areas it brightened the 
appearance of many quarters. 
Humorous posters, Guinness in 
particular, were spoken of highly. 

The panel were divided on 
cinema advertising. Some liked 
advertising films which “hood- 
winked”; some just ignored the 
screen when a commercial film 
was shown. 

Showcards and displays in 
shops were looked upon as useful 
to jog the “harassed housewife’s 
memory.” Two of the panel said 
they had sampled Air-wick as a 
result of seeing it displayed. 
Demonstrations of products did 
not impress the panel. 

Proprietary medicine advertis- 
ing was considered useful—‘it 
saves time through not having 
to go to the doctor for minor 
ailments.” 

Advertisements for deodorants 
and tooth paste were praised for 
influencing young people to pay 
attention to personal hygiene. 


Which Pall 


COST OF IRISH 
INFORMATION 


Details of the Irish public 
service estimates for 1951/52, 
just issued in Dublin, provide for 
£10,000 for “information 
material” to be used by the 
Department of External Affairs. 
The same Department also 
requires £10,000 to be spent on 
cultural relations with other 
countries. ; 

Other items provide for a grant 
of £25,000 to the Irish News 
Agency, and the cost of stationery 
and printing is expected to rise 
by £253,990 to £571,370 in the 
coming financial year. 


South African 
Publishers’ Offer 


What is described as an entirely 
new service on the part of over- 
seas publishers of trade journals 
has been started by the publishers 
of South African Industry & 
Trade and South African Mer- 
chandising. British advertising 
agencies are being notified that 
the publishers are willing, without 
cost or obligation, to answer 
inquiries regarding marketing 
conditions in South Africa and 
adjacent territories. 

Technical Publications (Over- 
seas) Ltd. represent the pub- 
lishers here. 

This announcement coincides 
with the recent decision of the 
South African Government to 
raise import quotas from sterling 
area by 50 per >ent. 


To Make Shares 
More Marketable 


Shareholders in Portsmouth 
& Sunderland Newspapers Ltd.. 
proprietors of evening and weekly 
newspapers published in Ports- 
mouth, Sunderland and West 
Hartlepool, have received notice 
of an extraordinary general 
meeting to-day for approving 
a scheme for reconstruction of 
the company’s capital intended to 
make the shares more market- 
able. An application for permis- 
sion to deal in and quotation for 
the 8 per cent preference shares 
and the 360,000 new ordinary 
shares has been made to the Lon- 
don Stock Exchange. 


Monotype Pay 
Higher Dividend 
A final dividend of 124 per 
cent, less tax, against 10 per cent, 
less tax, is being paid by Mono- 
type Corporation. With the 
interim of 5 per cent already 
paid, this makes a total of 174 
per cent, less tax. for the year, 
compared with 15 per cent, less 
tax. 
Group profits, after tax and 
depreciation, have risen from 
£199,750 to £241,000. 
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ogue Pattern 
Beck 


The best known magazine devoted exclusively 
to home dressmaking . . . fashion leader in its 
field, because it is backed by the famous 
name of Vogue . «the obvious medium 
for advertising FABRIcs 

SEWING REQUISITES 

HABERDASHERY 
PRODUCTS FOR WOMEN ONLY 


Published bi-monthly at 2/- 


Certified net sale exceeds an average of 100,000 per issue 


Advertisement rates 


Colour pages £240 Black and White £150 


THE CONDE NAST PUBLICATIONS LTD 37 Golden Square London W1 
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POTTERS 


FREDK. E. POTTER LTD. 
will re-open at new and larger offices in 
EFFINGHAM HOUSE, 
ARUNDEL ST., STRAND, W.C.2. 


on Monday, 19th March, 1951. 


The next move is with POTTERS! 
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trouble. A little while ago I 

got rather excited about 
editors of house organs failing 
| to realise the power and the 
responsibility they had for 
stimulating production. 

Mr. W. H. V. Hack, editor of 
The Newsveyor, house journal of 
| J. Collis & Sons, wrote to the 
| editor indignantly rebutting my 
charge that many industrial 
editors “bury their heads in the 
sands of social trivia.” 

He asks me to look as his own 
magazine. I have—now. But as 
at the time of writing he had only 
published two issues, and I had 
seen neither, I hope I may be for- 
given for not being familiar with 
his editorial policy 

Since getting Mr. Hack’s letter 
I have studied again the house 
organs I have received, and | am 
confirmed in my opinion that very 
few industrial editors are really 
tackling the job of «<timulation 
vigorously—as vigorously, say, 
as Ingot News, the journal of 
Richard Thomas and Baldwins. 

The task is not easy. Bunyan’s 
Pilgr.m had as his troublecome 
patn a rose-strewn carriageway 
compared with the uncharted, 
rocky track, beset with pitfalls, 
that has to be trodden by the in- 
dustrial editor who sets out to 
raise the morale and the output 
of the factory worker. It may be 
better not to attempt the job at 
all than to make a major mistake, 
but the challenge is there to all 
editors. 

1 do not know whether the 
British Association of Industrial 
Editors has considered the prob- 
lem; if not a full-dress debate 
might be well worth while. 


| 
| 
| 
[a been getting into 
| 
| 
| 
| 


* * * 


The Newsveyor is a seemly 
production, competently  pro- 
duced. There is a liberal sprink- 
ling of sugar on the news pill in 
the way of jokes and anecdotes, 
but the editor is evidently feeling 
his way carefully. Without doubt, 
later on, when pressure of news 
and views grows, he wil] scrap 
the short story which in each of 
his first two issues occupied a 
couple of pages, with fillers. 

He is perfectly right to de- 
vote a good deal of space to in- 
stallations of Collis equipment ia 
other people’s factories, for such 
articles do tell the workers what 
happens to the things they make. 

Incidentally, would it be a 
good thing to print reports of 
complaints received so that the 
workers can learn the results of 
their own carelessness or under- 
stand the rea‘on for modifica- 
| tions to specifications. There is 
| one factory where the workers 
| are “browned off” by the fre- 


* quency with which modifications 
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' Second Thoughts On 
Productivity 


are made, and it is certain that 
an explanation would help. 


* * * 


AMONGST THE BATCH of new 
publications is It's News, pub- 
lished by Industrial Tapes Ltd., 
whose managing director, Mr. G. 
Drexler, describes it as the only 
publication in this country or 
anywhere else devoted to 
thoughts and inspirations on 
tape. 

It is a very vigorous journal 
with the accent on selling and a 
transatlantic flavour. Octavo 
magazine format is used for a 
news make-up. like a lively trade 
paper. Austerity is thrown out 
of the window; headlines are a 
mixture of Gill in Bold, Italics, 
and Condensed, with Ultra 
Bodoni, Condensed Grots, Con- 
densed Bodoni, and anything else 
in the printer's cases. The trained 
typographer would disapprove of 
this dog's breakfast, but the 
pages have enormous vitality and 
that must be the editor's justifi- 
cation. We must face the fact, 


Spotlight On 


House Organs 


however, that typographic unity 
can seem very dull to the reader 
whose tastes are formulated by 
the Sunday newspapers. 


* * * 


INGERSOLL Ltp. (the British 
company), have ventured into 
house organ publishing with 
T.1.M. (which has the sub-title 
Ingersoll Message). First number 
consisted of a cautious single 
quarto sheet. I felt that the 
editorial material was too intro- 
spective and not newsy enough. 
The editor might ask himself 
which item, if any, the average 
reader would remember three 
days after he had read it. In 
other words, did any of the 
articles ring a bell? 


* * * 


Jaeger Staff News has become 
a quarterly. Bright and newsy, 
headings are in Times Bold, with 
no lack of verve. 


* * * 


OLD GOLD 1S used as second 
colour in The Alfa-Laval Times. 
A thought for those who want to 
get away from the overworked 
second colours and yet avoid 
weakness. 
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The year’s greatest opportunity 
to increase your Export Sales 


VERY export copy of The Autocar’s BriTisH 

CARS FOR THE WoRLD number will contain an 
impressive supplement designed to show buyers and 
users abroad why British cars are so popular on the 
roads of the world. Special erticles will emphasise their 
quality appeal and individual characteristics, and show 
how speed and endurance events have helped to 
bring them to their present degree of efficiency and 


ADVERTISER'S WEEKLY 


APRIL 2¢ 


In addition to a comprehensive Buyers’ 


economy. 
Guide, there will be practical details of components, 
accessories, engineering, bodywork and road behaviour. 

The enormous volume of enquiries received by 
advertisers is clear proof of the tremendous influence 
The AvuTocaR exerts on the consumer markets of 
the world. Prompt space reservation is advisable in 
this important issue. 


OVER 25,000 OVERSEAS BUYERS WILL STUDY THIS ISSUE 


wt 


BOOK YOUR SPACE NOW 3 


ILIFFE & SONS LTD., DORSET HOUSE, STAMFORD STREET, LONDON, S.E.1. WATERLOO 3333 (60 LINES) 
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AVERAGE for 6 MONTHS ended DEC. 31, 1950 
IN EXCESS OF 


75.000 


COPIES PER DAY 


EVENING POST 


SWANSEA 
in ExcESS OF 355,000 copies PER WEEK 


HERALD OF WALES 


If the product involves... . 


Production 
Processing 
Testing 


Inspecting 
Finishing metals 


METALLURGIA 


BRiTisnH JOURNAL 
MUST CARRY YOUR ADVERTISING MESSAGE 


of ferrous or 
non-ferrous 


THE KENNEDY PRESS LTD., 
LONDON OFFICE 


31 KING STREET WEST, MANCHESTER 3 
21 BEDFORD STREET, LONDON, W.C.2 


PRINTING 


AT ITS BEST . 


We are in a position to undertake the production of an estab- 
lished Weekly or Monthly Journal in Demy or Medium 8vo. 
Our service also includes the production of high-class 
Colour Brochures, Price Lists, Catalogues, etc., for which 
we have limited supplies of art paper in stock. 


FOX PRINTING PRESS 
TYPOS HOUSE, MAYBANK ROAD, LONDON, E.I8 
Telephone : BUCkhurst 1252 - 1002 
J Lct THORNTONS 

help you with that 


| 8.1.F. STAND 
Also portable displays fj 


single or quantity 


Designing and/or contracting i 


THORNTONS’ (BIRMINGHAM) 


COMMON LANE, KENILWORTH 
Phone: Birmingham Stechford 4235 


L.G.B. 


3 2 
Giants: 
. . . Photographic enlargements tell 
the story more effectively than words. 


277 
2 | 


LONDON TEL: TRA 4 
TE 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


f details. 
T. BOBINGSON | | ictotyre,prowniow Rd.,W.13. Ealing 2691/3 
STUDIOS, LIMITED = 
72a Plough Rd., Battersea, S.W.I é 


Tel. Nos. Battersea 5300 & 4886 


AUTOTYPE- 2 of course 


PACKAGING PARADE 


2 aXe 
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Sauce And The Pickles 


NEW range of packages 

for pickles have been design- 

ed by Richard Lonsdale- 
Hands Associates for Macks 
(Walsall) Ltd. It is intended that 
these designs should have a dis- 
tinctive family likeness, using 
strong colour identification to 
stress the individuality of each. 
Colour also plays an important 


part in bringing out the best of th 
qualities of the product through 
the transparency of the glass bottle. 
* * * 
LSO by Lonsdale-Hands are 
two adaptions of H.P. Sauce 
bottles for air liners. Each light- 
weight bottle is only 54 in. high, 
and the instructions on the label}, 
which goes round the full peri- 
meter of the bottle, are printed 
in English, French, Spanish and 
German. 
* * ~ 
HE Birodate, the Miles- 
Martin Pen Company’s latest 
gift product, performs the dual 
function of a perpetual calendar 
and penstand. It comes in a gift 
carton printed in_ chartreuse 
yellow with the lettering in “Biro” 
red. Each carton has its own 
expendable showcard—for the 
retailer's convenient use, and the 
sloping design of the lid ensures 
that the Birodate will fit onto its 
box while on display. The carton 
was designed by W. M. and 
Veronica de Majo. 
” * 


HE new (left) and 

Knight’s Castile wrappers 
indicate the modern tendency to 
the landscape rather than the 
upright design. 


old 
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1947) 33.674 


Ficures Tet. THE story. Numerical figures that show the 
tremendous climb of The Economist’s sales these last few 
years. Human figures that indicate the stature of The 
Economist’s reader. 


For the man who reads The Economist is almost certain 
to be a BIG man. An important man, in an important 
business. A man of directorial status. In fact, the recent 
and impartial Time-Life survey* shows that The Economist 
is the favourite periodical of the top business and industrial 
men in this country. And that survey covered periodicals of 
every kind—funny, fashionable, busy, picturesque, digestive. 


These men at the top insist on quality in the goods they 


ADVERTISER’S WEEKLY 


buy. And, because of their position, they create the same 
demand in millions of others—in the home, in commerce 
and in industry. Where else can you reach such a market 
for so little as 40s. a page a thousand ? 


% Time-Life International, through Research Services 
Limited, gave a list of 35 British home and American 
export magazines to 1,002 directors of principal companies 
in the U.K. The directors were asked : 

If you could have only one or two of these periodicals — 
which one or two would you want above all others ? 


Replies were analysed : THE ECONOMIST CAME Ist 


to bigger men 


The Economist 


The favourite periodical of Britain’s business and industrial leaders 
22 RYDER STREET - LONDON - SW1- WHITEHALL 1511 
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TO INCREASE YOUR SALES 
The 


EVENING NEWS 


PORTSMOUTH 


HAMPSHIRE TELEGRAPH 
& POST 


CHICHESTER OBSERVER 
SERIES 


must 


BE YOUR CHOICE IN 
HAMPSHIRE 


THE ISLE OF WIGHT 
AND 
WEST SUSSEX 
eee@ prosperous area 
worth CULTIVATING 


LONDON OFFICE: 85 FLEET STREET, E.C.4 Telephone CENtral 2845 


“ ADVERTING COPYWRITING 


d inf High in the American Best Seller 
is practical and informative,” | ji.) For 1950) 
says Stansbury 


i How | Raised Myself From 
Failure To Success 
In Selling 


By Frank Bettger 
Of it, Dale Carnegie, famous 
author of the famous books 


How To Win Friends And 
Influence People 
How to Stop Worrying And 
Start Living 


Public Speaking And Influencing 
Men In Business 


9/6 net 


wrote: 


“Here it is—the most helpful and 
inspiring book on salesmanship 
that | have ever read. It will be 
helping salesmen whether they are 


From his room in J. Walter Thomp- 
son Company's Berkeley Square 
offices Director Harold Stansbury 
joins a notable roster of distinguished 
advertising men in praising Burton. 


Kreer & Grav's ADVERTISING selling 

COPYWRITING. “This book will | INSURANCE 
give anyone new to advertising a | OR SHOES 
clear idea of what they are ‘in for’ 7 


OR SHIPS, 
OR SEALING WAX 


long after Frank Bettger has 


if they take up copywriting as a 
career,” says Stansbury. “It is a | 
very practical and informative work.” | 


Covering in considerable detail every passed away. 
field of advertising, plentifully illus. 
trated, ADVERTISING COPYWRIT At al! Booksellers 


ING makes informative reading for 
both the agency man—and the client 
At any booksellers 35s., or by post 
36s. It is published by Nicholas 
Kave. 1 Trebeck Street, London, WV.) 


THE WORLD’S WORK (1913), Ltd, 
KINGSWOOD, SURREY 
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NEW BOOKS REVIEWED 


BABY FACES 


Over 70 of the cutest baby 
photos, with captions and fore- 
word by the Sunday Express 
humorist, Nat Gubbins, are fea- 
tured in “Fellow Citizens” pub- 
lished to-day at 3s. 6d. by Burke 
Publishing Co. 

Here are three samples: 


“You can eat your head off there 
for seven and a tanner.” 


“Perhaps the clever gentleman at 

the back of the hall will tell me 

how he would reduce the cost of 
living?” 


A tl ll a 


“Forget about old times. There 
are no friends in business. 


Market Research 
For Profit 


How to Use Market Research for 
Profit, by Willard M. Fox (Prentice- 
Hall, Inc., New York § dollars). 

The author is careful to point 
out that this book is not designed 
to teach anybody how to do 
market research. It is intended 
to help business men to decide 
when, and when not, to use 
market research. “All that can 
be said for market research is 
that, when it is competently done 
and intelligently used, it does 
afford the basis for making and 
executing decisions that increase 
profits.” “Go Easy on Surveys” 
is one of the most salutary 
chapters in a book that business 
men will welcome and market 
researchers ought to. 


. . 
Planning Print 
How to Plan and Buy Printing, by 
R. Randolph Karch (Prentice-Hall, Inc., 

$ dollars 65 cents.). 

A down-to-earth manual, 
which covers the most important 
aspects of its subject, from the 
preparation of copy, via type and 
paper, to bookbinding. A wealth 
of type faces are exemplified. 
With such a subject, a book 
should preforce be well produced; 
the thick glossy paper and the 
fine boards of this one will fill 
our paper-starved British pub- 
lishers with envy! 


Success Story 

How I Raised Myself from Failure 
to Success in Selling, by Frank Bettger 
(World's Work (1913), Ltd., 9s. 6d.). 

In spite of such statements as 
“If you carry out that resolve 
(to ‘act enthusiastic’), you will 
probably double, your income, 
and double your happiness,” this 
book deserves the “boost” which 
Dale Carnegie, himself the 
author of some of the most 
successful “success books,” gives 
it. A summary of advice at the 
end of each chapter is a useful 
feature. The author quotes as the 
most vital truth he had ever heard 
about selling: “The most impor- 
tant secret of salesmanship is to 
find out what the other fellow 
wants then help him find the best 
way to get it.” 


Bright Ideas 


Successful Sales Promotion, by Harry 
Simmons (Prentice-Hall. Inc., New York, 
S$ dollars 65 cents.) 

House organs, labels, sampling 
and demonstrating store layout, 
public relations, window displays, 
product manuals, novelties and 

gadgets,” films, slides, and radio, 
trade shows and exhibitions— 
they are all here, discussed, 
exemplified. and illustrated. The 
way in which the writer “organ- 
ises” his subject is itself a good 
example of ideas-promotion. 
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the most important ever published. Plans for reporting and interpreting the great 
INTERNATIONAL ADVERTISING CONFERENCE (July 7-13) are well advanced. 


sldvertiser’s Weekly will commemorate the most significant event in our generation of 
British Advertising by a series of six specially enlarged issues —two of them extra to 


normal publication dates. 


Together, these six great issues will render tribute to a great occasion in a manner 


TO OUR READERS 


Advertiser's Weekly will bring the most complete coverage of 
news and developments taking place in London and in all the 
Provincial centres, with exclusive pictures and stories provided 
by an editorial and photographic staff especially reinforced 
for the occasion. For those who are delegates to the Conference, 
as well as for those who do not attend, these six issues will 


provide an invaluable record and all-time souvenir. 


BSUNE Published June7 
INTERNATIONAL ADVERTISING 
PRosPECT AND PROGRAMME NUMBER. 


SULLY Published July 5 
INTERNATIONAL ADVERTISING 
Detecates’ We_come NuMBER. 


CONFERENCE 


CONFERENCE 


and, as a Supplement 


A PORTFOLIO OF 
BRITISH CREATIVE ADVERTISING 
... this Portfolio will present an impressive selection 
of the best of British Advertising to-day, with an 


befitting the Organ of British Advertising .. . 


HW CONFERENCE ISSUES peepee 
indication of future trends: it will represent the 


TO OUR ADVERTISERS 


these six special issues of Advertiser’s Weekly present the most 
impressive advertisement opportunity for many years. The 
greatest figures in Advertising, from the British Isles and 
throughout the free world, will be present. 

Special distribution arrangements will ensure that every issue 
will reach delegates and all others interested in the Conference, 
promptly and surely. Everybody who is ‘anybody’ in 
Advertising and Publicity will study each issue from cover 
to cover.... 


Forwarp Look of British Advertising. 
Published July 10—extra issue. 

First CONFERENCE Report. 
Published July 13. 

Mup-ConFerENceE Report. 

Published July 17—extra issue. 

Finat CONFERENCE Report. 
Published July 19. 

CompLetre CONFERENCE REVIEW. 


% Advertisers are urged to send at once 
for a fully descriptive folder detailing 
publishing arrangements for these 
unique issues. 

Advertisement Director 
F. H. Carter 


180 FLEET STREET LONDON €E.C.4 


Telephone 


Advertiser’s 


Weekly 


The Organ of British Advertising 


CHAncery 8844 (15 lines) 


ADVERTISER'S WEEKLY 


INTERNATIONAL! 
ADVERTISING 
CONFERENCE 


Forthcoming issues of Advertiser's Weekly during the next six months will be amongst 
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ONE HUNDRED MILLION POUNDS ARE AT ISSUE 


1 | During 1950, £100,000,000 more went into wage-earners’ 


pay-packets than in 1949. In the three months from November 


1950 to January 1951 wage increases were at the rate 


of another £100,000,000 a year —and more are coming. 


That is fact. But it is fact, too, that —in the 


face of rising prices — competition for this 


money is keener than ever. 


Is your client getting his share? 


a Hard-selling is the rule. In hard-selling media. Above all, 


in the most hard-selling medium of all— Picture Post. 


Week after week Picture Post has been shown to have the 


most immediate impact —the strongest selling punch 


—of any magazine in Britain. 


Le Every advertiser with a selling problem realises this to be so. 


Consequently, demands on our space are enormous. Nevertheless 


we are doing our level best to accommodate all comers. 


[Zyl We shall continue to sell full-colour pages, double-page spreads, 


next-to-matter positions etc. at high frequency whenever possible. 
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We shall continue, too, to sell space in packages —i.e. in batches 

of various sizes on successive weeks. 

Ba We have made this decision because the primary value of Picture Post 
is as a hard-selling medium. And because we appreciate that continuity 


and large spaces are both vital to a hard-selling campaign. 


6 | In sum, we do not intend to throw overboard our policy of 


co-operating with our advertisers — just because today we are in 
a sellers market for space. We hope that you will let us assist you 


in your planning and your merchandising. 


For all enquiries, please gut in 
touch with Mr. Gray 43-44 Shoe Lane, 
London, E.C.4. (CENtral 7400) 


EVERY AMBITIOUS ADVERTISER IN BRITAIN USES PICTURE POST 
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BOVRIL STANDS ALONE 
ON NATIONAL SOLUS SITES 


For more than thirty-five years the famous Bovril posters have been 
appearing on National Solus Sites. Bovril, Ltd. were among the first 
to appreciate the value of National Solus Sites, and today, like 
many other great advertisers, they find that a poster standing clear of 
competitive advertising does a better selling job. There are 
National Solus Sites in every town of importance in England ond Wales; 
whatever the scale on which you advertise, National Solus Sites will 


give your product the prominence it deserves —at a lower cost. 


NATIONAL SOLUS SITES LIMITED 


MEMBERS OF THE SOLUS OUTDOOR ADVERTISING ASSOC/ATION LTD. 


$6 60 STRAND, LONDON, W.C.2. . Telephone: TRAfalgar 4922-3-4 
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Posters In The Service Of A Monopoly 


‘Musts’ For Good Poster Design: 
Character, Integrity, Freshness 


By J. H. RICHARDSON, 0.B.E. 


How to get good posters, and how to put them to the best use, is discussed by the 
author with examples from his Post Office experience (he has recently retired 
from the post of Chief Publicity Officer). 


HE art of the poster can 
never be static. It is not 
possible to lay down final 
laws conformity with which will 
enable the designer (note that 
I say designer) to produce 
infallibly a good poster. 
There is an ebb and flow of 
public appreciation; there are the 


TELECRAM 


Above: In this poster, the first 
ever done by A. Games for a 
Government department, the tele- 
graph poles and wires come into 
their own in the design. Below: 
A van poster by Austin Cooper. 


subtle changes in the psychology 
of the men who make design their 
chief life-work; there are the 
imponderable and unforseeable 
influences which come in, like 
cosmic rays from the outer uni- 
verse, breaking out in new 
philosophies of art-treatments, 
deriving from pessimistic or opti- 
mistic world outlooks; there is 
the time factor and there is, what 
is probably the most important, 
the individually varying capacity 
of the designers. 

All these factors are permuta- 
tions which may make or mar 
poster concepts, and the list is 
by no means complete. 

So in appraisement one should, 
to be accurate, never say: “This 
is a good poster” but, rather, 
“For its purpose, in its particu- 
lar situation of display, at the 
particular time, with no abnormal 
public distractions, it stands a 
fairly good chance of doing its 
job” 

The second thing to remember 
is that when a poster has done 
its job effectively, the net result 
is, in reality, very small. There 
is no such thing as a miracle- 
working poster! Its impact on 
the public mind is very small and 
much over-estimated by those 
not in the know. 

I have acted as midwife to a 
multitude of posters in my time. 
I think that on the whole, I have 
brought into the light of day a 
healthy progeny, which, in total, 


TEMPLE BAR 2468 © 112, HIGH HOLBORN, W.C. 


has done much to create pres- 
tige for the Post Office. 

But I am under no illusions. 
Public memory is short; its mind 
in relation to Post Office prob- 
lems very shallow. Its main pre- 
occupations—with eating, drink- 
ing, housing, clothing and amuse- 
ment—leave its concerns with 
the Post Office, with the need to 
buy a wireless licence, to put 
the right value of stamps on 
- erent for abroad, to address 
letters clearly and correctly, and 
so on, well and far behind. 

Nevertheless the public mind 
has never been left alone on any 
of these subjects. The launch of 
a poster is like dropping a small 
stone into a pond. The resulting 
ripples simply erode the edge. 

Of course, you can step up the 
effect by spending millions of 
money. My mind reels at the 
thought of the amounts spent on 
advertising a glass of beer. The 
Post Office was never able, even 
in its hey-day, to spend more 
than a few thousand pounds on 
its poster advertising. That was 
why it was so necessary to get 
worth-while work on them. 

Now let me turn to the ques- 
tion of design proper. I may 
say that often one has been met 
with criticism from members of 
the staff (particularly those with 
an amateur interest in art and 
posters). 

“I know what I like, and I 
don’t like your posters.” “Well, 


A poster by Rothholz—another 
Post Office discovery. 


what is wrong with the posters; 
what is it you don't like about 
them?” “Oh, I can’t exactly 
explain, but why don't you do 
some posters like G ‘s; you 
know, that chap carrying a steel 
girder at a trot.” “My friend,” I 
would say, “do you realise that 
if I did so, the only thing that 
it would do, would be to adver- 
tise G Each to his trade 
in advertising. We are dealing 
in a commodity, in the telecom- 
munications services, which 
travels at 186,000 miles a second, 
the speed of light. You ask me 
to feature this miracle with sym- 
bols of pretty ladies; golden toy 
galleons slipping into the wester- 
i No, only over my dead 
body.” 


So the artist-designers received 
a cold douche on being asked t» 
create masterpieces of telegraph 
poles, letters, wires, cables, pillar 
boxes, switchboards, postal vans; 
and, as human interest, postmen, 
counter clerks, sorters, telephone 
and telegraph operators, linemen, 
cable ship operators, jointers, 
radio operators, submarine cable 
maintenance men, and, indeed, 
the whole 350,000 of the tribe. 

He soon found, for instance, 
that he had to do something about 
the telegraph poles. Starkly erect 
and perpendicular they are, as 
everyone knows. But look at 
them sweeping round a bend or 
disappearing into the blue haze 
across a moorland. Look upward 
at an H-pole from a point 6 ft. 
from the base. Squint your 
camera at it. 

“Why,” said an engineer to 
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SCOTLAND, 


with a population of 5 millions, 


is DAVID ALLEN country. 


Glasgow (1,127,000) and Edinburgh (470,000) — two main cities 
around which the David Allen service is built. In nearly 100 other cities 
and towns from the Border to Oban and Aberdeen, David Allen 

poster sites are strategically placed to give concentrated coverage in 
Scotland’s busiest buying centres—an effective, economical medium for 
carrying your sales message direct to thriving Scottish markets. 


All Enquiries to Head Office:— 


DAVID ALLEN & SONS LTD. 


7 Buckingham Palace Gardens, London, S.W.1 
Telephone: SLOane 0711 Telegrams: Advancement, Sowest. London 


GLASGOW & WESTERN AREA: : EDINBURGH & EASTERN. AREA: 
84 St. George’s Road, Glasgow, C.3. 1 Queen Street, Edinburgh, 2 
Telephone: Douglas 7366 Telegrams: Dallen, Glasgow Telephone: Central $705 Telegrams: Dallen, Edinburgh 
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POSTERS IN THE SERVICE OF A MONOPOLY 


$ 


John Grierson, “do you always 
film our poles asquint? We take 
great care to plant our poles per- 
fectly upright.” “Because I b—— 
well like them asquint,” said 
John, “and I take care to make 
them asquint.” 

What many artist-designers had 
not realised was that these very 
elements were giving them the 
touch of originality in design so 
necessary to good work. And 
they had to get down to the job 
of looking at their subject 
properly. How many times have 
I had to tell artists that the hand- 
set of a telephone has a straight 
backbone and does not suffer 
from curvature of its spine! The 
point I am making, broadly, is 
that we have never proceeded 
on the assumption that we should 
slavishly imitate the work of other 
organisations; we have built with 
our own nationals. 

However trivial the subject 
matter, we have striven to give 
every poster character, integrity 
to purpose, freshness without 
vulgarity, good design from the 
best brains we could command 
within our limited resources. 
These were severe standards; but 
strict adherence to them has, | 
think I may say with modesty, 
produced a crop of posters which 
measure up to a high standard. 

In this catalogue of virtues you 
will note that I have omitted cer- 
tain adjectives which are in com- 
mon use in poster appreciation. 
The G.P.O. posters are not “strik- 
ing, amazing, lovely or likeable, 
pretty, artistic, colourful, success- 
ful”—adjectives which denote 
simply a state of mind of the 
beholder and do not really 
describe the implicit characteris- 
tics of the product. 

We all know the apocryphal 
words of Sam Goldwyn about his 
films. “Amazing, magnificent, 
terrific, colossal, stupendous, in 
fact —mediocre !” No; the first 
criterion is: “Do they, in the 
situation in which they are posted, 
do their job? Have they fulfilled 
their function? Are the impera- 
tives clearly, unmistakably set 
forth; the message reinforced, like 
a harmony does a melody, by the 
pictorial elements? 

I never was interested in any 
personal likes or distastes. If a 
man says, “I like that poster,” 
thinking his judgment is an indi- 
cation of its merits, his logic may 


(Continued from page 479) 
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be at fault. My experience is that 
he will certainly be wrong. 

People do not necessarily obey 
the posters they like. I questioned 
my questioner: “Do you, as the 
result of seeing the man carry- 
ing the girder, drink the product 
he advertises so well?” “No,” he 
replied, “I'm a life-long tee- 
totaller.” (The only point I am 
making here is the untrustworthy- 
ness of individual reactions—not 
the effectiveness or otherwise of 
that particular campaign. No 
individual outside the particular 
concern has the right yardstick to 
measure with.) 

One of the most difficult prob- 
lems set the designer is that of 
the posters of curious dimensions 
on the sides of mail vans. These 
were used before the war and 
during the war on the basis of a 
monthly change of poster. They 
are now only used during the 
Christmas rush. 

The poster site is therefore a 
moving site, probably, on the 
whole, a bit speedier than the 
*buses. They flash by at speeds up 
to 25 miles an hour. The obvious 
requirements here are bold. 
laterally wide lettering for the 
main message, the subsidiary ex- 
planatory matter, if any, being 
much subdued (to be read, indeed, 
when the van is at rest). 

Where the designer could in- 
troduce a novel pattern, so much 
to the good, but it has to be 
easily gathered or it fails. 

I may say that we have not 
always been able to give the 
designer the exiguous wording 
ideally desirable for this form of 
poster. To that extent some of 
them suffer by comparison with 
others. But they exemplify, as I 
hope, all Post Office posters do, 
that the most important thing 
about a poster is not the first im- 
pression (though that is ‘supremely 
important) but the impression 
you take away. 
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Left: Van poster by Hans 
Schleger (Zero). Mere wording, 
but welded by the designer into 
the suggestion of a posted letter. 
Italian capitals and colour are 
used to give the emphasis 
required to each word. 


Below: Is it a bird of happiness 
or is ita plane. It 1S a bird and 
it is a ‘plane; and the lettering 
has motion too! By Lewitt-Him, 
two artists who work as one. 
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| Posters To The Rescue 


Finding Press space too scarce, Rego Clothiers have 
turned to posters as an alternative. 


UPPOSE you are an advertis- 

ing manager of a firm of mul- 
tiple tailors. You know that with- 
out advertising you might as well 
close down, and have been run- 
ning campaigns in your local 
papers for a good many years. 
The technique you have employed 
successfully for most of that time 
has been to feature in your ad- 
vertisements one product of ap- 
parently outstanding value and 
merit. This acted as a “lead,” 
drawing people to your branches 
where display and salesmen 
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‘clothes that 


The panel on this double crown 
poster will be changed according 
to the stock situation. 


brought all your other lines to 
the fore. 

That was all very fine before 
the war. You built up a nice 
business around the London area. 
Even during the war, while clothes 
were rationed, the system worked 
nicely. After the war you were 
able to open an extensive branch 
in the West End... . 

But the international situation 
failed to live up to its promise 
Raw material supplies became 
more difficult. Not so much tex- 
tiles, newsprint. Papers were 
again rationing their space and 
you were finding it difficult to get 
enough insertions to keep your 
goods moving off the shelve.. 

The same problem faced Rego 

Clothiers, the multiple tailors 
As a London shop they get a 
certain amount of priority from 
the Press. One of the London 
evenings is prepared to give shops 
of this kind up to one insertion 
a week, feeling that they depend 
more upon the loca] Press to get 
customers than does a national 
advertiser with alternative media 
at his disposal. 
_ Another of the London even- 
ings has ruled, however, that 
Rego do not qualify for special 
treatment accorded to West-End 
stores, cinemas, etc., and here an 
insertion rate of less than one 
per month is the best that can be 
hoped for. 

So Rego’s agents, J. Walter 
Thompson Co., Ltd., cast about 
for alternative methods of attract- 
ing customers, and decided to give 

(Continued on page 488) 
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EVERYONE 

a KNOWS 

> POSTER-ADVERTISED 
- GOODS 


@ The silent Poster shouts a message to every shopper and 
passer-by. It leaps into the business of selling the 
moment it comes into view and repeats its story tirelessly 


day after day. Everyone knows Poster-advertised goods. 


® Colourful, compelling and persistent, the Poster is the 
advertising medium above all others that raises a name 
to the status of a household word. 


@ The Poster is an essential complement to every national 
campaign—because Poster advertising succeeds! 


[|THE POSTER PULLS -YOU CANT GET AWAY FROM IT/\ 


j Issued by The Britis h Poster Advertising Association an d London Poster Advertis ing Association 
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AMENITY, 


TRAFFIC RISKS 
AND GABLE ENDS: THE 
MINISTER DECIDES 


1. Refusal on grounds that (a) the poster board would consti- 
tute a potential danger to traffic descending the gradient on this 
fast Stretch of road; and (b) that a reduction rather than an increase 
in the number of advertisements is desirable in this locality in the 
interests of amenity. Appeal dismissed, the Minister being of the 
opinion that display of advertisements on the proposed site would 
be prejudicial to amenity. 

Sheldons Ltd. Site: Wood View Cottage, Elland Road, Churwell, 
Yorks. Authority: Morley Borough Council. 

2. Refusal on grounds that there are already sufficient advertise- 
ments displayed in the area and objection to the use of gable walls 
for advertisements. Appeal allowed for 1/16 in place of the 48-sheet 
because the Minister considered an advertisement of this type would 
not be out of keeping with the characteristics of the locality. 

Sheffields Ltd. Site: 111 Summer Lane, Birmingham. Authority: 

irmi Corporation. 

_ 3. Refusal on tne grounds that the display (sited on the stone 
pier at the west side of a bridge which crosses a busy road near 4 
dangerous road junction) would be prejudicial to the amenity. The 
Minister dismissed the appeal after consultation with the Minister of 
Transport, being of the opinion that traffic conditions at this point, 
where there is a sharp bend in the road, are such that it would be 
imprudent to increase existing hazards by allowing the addition of a 
possible source of distraction in the form of advertisements which can 
hardly fail to attract the attention of users of the highway. 

Sheldons Ltd. Site: On the pier of railway bridge, left side 
approaching Morley, Bridge Street, Morley. Authority: Morley 
Borough Council. 

4. Refusal on grounds of amenity and that there is sufficient 
advertising already in the area, and objection to gables being used 
for advertisement purposes. Appeal was dismissed following the 
Minister's ruling that display in this partially residential area would 
be out of keeping with the private dwelling house on which it would 
be sited. 

Shettields Ltd. Site: 250 Green Lane, Birmingham. Authority: 
Birmingham Corporation. 

$5. Refusal on grounds of amenity. The appeal was dismissed. 
The Minister stated that despite the derelict nature of the house on 
which the poster would be displayed, a panel on the site would 
detract seriously from the appearance of the terrace of houses and 
would be prejudicial to tae amenity of the residential elements of 
the locality. 

A. A. Leopold Ltd. Site: 55 Fore Street, Edmonton. Authority: 
Edmonton Borough Council. 
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Fine quality Silk Screen 
printing. 


Point of sale Display 
made by craftsmen. 


Stove Enamel Signs 
for home and export. 


G.A.SHANRKLAND.UD. 


Grafton Works, N.W.5. 
GULECLL 


iv é 8 


533 9 5 
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im OUTDOOR ADVERTISING 


Marcu 15, 


1951 


COMMENTARY 


UTDOOR advertising has 
been quick {to show Dr. 
Dalton its good faith. 
Following their recent interview 
together the Planning Ministry 
issued a_ circular to local 
authorities suggesting that dis- 


| cussion between planning officers 


and advertising interests should 
be encouraged. The Outdoor 
Advertising Industry Advisory 
Committee for its part has set 
up a sub-committee of three 
(G. S. Campbell of Franco 
Electric Signs, H. G. Ellinger of 
Mills & Rockleys Ltd., and C. L. 
Hallas of Lintas Ltd.) which has 
been travelling about the country 
arranging discussions with local 
planning officers 

Their chief reaction so far is 
to the lack of understanding of 
advertising. Many of the plan- 
ning officers they have met have 
gone to their present jobs direct 
from Universities. Few have had 
any commercial experience. And 
nearly all of them regard adver- 
tising as an imposition upon the 
consumer, without understanding 
its economic theory, and condemn 
jt on this ground rather than on 
the basis of good planning. 

There are high hopes, however, 
that as a result of these very 
friendly discussions _ planning 
authorities and advertising will 
come to understand each other's 
problems more fully. 


* * * 


elo 


PUBLICITY HOUSE. CORNWALL STREET. BIRMINGHAM 


HE “Happy Christmas” poster 

campaign has been extremely 
well-received in Catholic circles. 
Indeed, suggestions have poured 
into the Catholic Herald for im- 
provements on the poster itself 
and for similar schemes at other 
festive seasons, Easter being the 
most immediate 


* « * 


HE sponsors of the scheme 
have announced that they 
have, “thanks to the generosity 
of the billposter.’ a balance of 
approximately £1,000 of the 
£4,400 subscribed still in hand, 
The cost of the campaign, they 
say, was made up as follows: 
Printing and distribution of illus- 
| trated receipt books, £54; design 
and printing of poster, £867; dis- 
tribution of posters and hiring of 
sites, £2.324:; administration, etc., 
£100. 

“So far as we can judge,” they 
sum up, “the campaign has at 
least made a beginning of reach- 
ing those at whom it is directed 

but only a beginning.” 


* * * 


MINISTER at Morley, 
Yorkshire, recently devoted 
both his morning and evening 
service to discussing a poster on 


a hoarding erected in his parish 
by Boro Billposting Co., Ltd., 
which had been the subject of a 
successful appeal to the Minister 
of Town and Country Planning. 

In addition, the Minister, the 
Rev. F. H. Carr, of St. Mary’s 
in the Wood Congregational 
Church, wrote to Boro’s con- 
gratulating them on the neatness 
of the hoarding. 

“The land was derelict and an 
eyesore; and the property that 
stood there before had fallen into 
ruins,” he said. “Chapel Hill 
looks a little tidier now and the 
central poster (‘Come to Church’) 
is an inspiration. It ought to do 
some people good to see that 
some firms are prepared to do 
something—not primarily for 
their own advantage, but for the 
benefit of the community. The 
message on the main poster is 
more true than many people 
might realise. Thank you for 
bringing it to Morley!” 

But several members of the 
Morley Town Council are still 
criticising the hoarding, particu- 
larly the back view. One Alder- 
man described it as a “mon- 
strosity.” 

Comments the local paper 
(The Morley Observer): “The 
posters provide a splash of colour 
that helps to enliven an otherwise 
drab site.” 


* * * 


NOTHER Church view on 

posters comes from _ the 
magazine of the Church of 
Scotland, Life and Work, which 
reviews an exhibition of Inter- 
national Posters held recently at 
the Church of Scotland Art 
Centre. Publicity, the journal 
wrote, was one aspect .of art 
where the man in the street and 
the artist met. There were deep 
moral implications involved. 
Many of the posters from 
European countries were of a 
high standard of art were pleas- 
ing to look at. They gave their 
message without offence, and 
with apparent integrity. 

In Scotland, it was concluded, 
“there has unfortunately been a 
tendency to be crude in publi- 
city” through too much concern 
with economics. 


* * * 


ES ONOMIC necessity is fore- 
ing many bus undertakings 
to the conclusion that by allowing 
advertising on their vehicles they 
can to some extent counter-act 
rising costs. Many such com- 
panies, who had regarded adver- 
tisements as despoilers of the 
beauty of their buses, are now 
finding that the co-operation and 
innate good taste of most poster 


(Continued on page 488) 
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People prefer pictures to words, That's why they go to the Pictures twice a week—that’s why millions and 
millions buy a picture paper every day and a picture magazine every week—that's why, for even the best press 
advertisements, the “ glancers’’ outnumber the readers 3 to 1, or more. It follows, therefore, that a pictorial poster 


in full colour and few words is a very effective way of registering an advertising message with this picture- 


minded mass market. As a first step... . we should also like to discuss with you locations and allocations. 


In the Mills & Rockleys Region, you will find that a new and distinguished type of poster presentation has 


replaced the old cheek-by-jowl jostling of * the hoardings.” Moreover, you will have the choice of several compact 


areas in which you can test, for a small sum, the merits of 


The MILLS & ROCKLEYS REGION 


Bristol 
Cambridge 
Cheltenham 
Coventry 
Derby 
Doncaster 


. Gloucester 

on Hull 
Ipswich 

4 Leicester 

; Luton 
i Mansfield 


Northampton 


/ Norwich 
Planned Poster Advertising wo tater 
Peterborough 
Torquay 
Taunton 
Worcester 


DID YOU KNOW? 


. F a ly 2,000, ili 

MILLS & ROCKLEYS LTD. : Outdoor Advertising * 21 Queens Rd. « Coventry eens abide tn tes i Gee ee 

which stretches from Ipswich to Evesham, as 
Pontefract to Paignton. 


different designs and the truth of our assertions. 
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POSTER 
GALLERY 


THE POPULATION 
COVERED 


by the Sheldon Group towns is approxi- 
mately 2,150,000 and embraces representa- — -_ — 


IN 
tives of all income groups. By the 2 , ae y ATION A 
diversity of trades carried on in the . & : S AVI N GS 


* * * 


areas, they are not subject to violent 


‘DAILY MAIL’ 


fluctuations. For these and other reasons, 
Poster Advertising with the Sheldon 
Group is a sound investment. 

A discussion entails no liability. EXHIBITION 
OLYMPIA Marcy 6-31 


Sheldons ltd 


Established 1840 


HOUSE, STREET, LEEDS | - ‘ 
SHELDON QUEEN | ' 33 
Ww sl 
2 weil 
Lt Og 
barbara Staneeyoh 
Mg. GREAT oro Sacees EOC " 
TO PLease A RADY HE poster for this year’s 
Daily Mail \deal Home Ex- 


hibition takes the theme of the 
EKED hanspoltalle whole advertising campaign, the 


cLagK GABLE 


squirrel looking out of a hole in 
a tree. Agents are S. H. Benson 
Ltd. 

~ * 


E K. COLE LTD. and 

e M.G.M. have produced 

this poster to link Ekco radios 

with the film “To please a Lady,” 

which is now generally released. 

y Agents for Ekco are Willings 
mB23 Press Service Ltd. 


a/¥ be i A\ J ‘ 
MANCHESTER BILLPOSTING CO.L7? —z a 4 


ONDE NAST have _ been 
29 BOOTLE STREET ‘ BEANSGATE © MANCHESTER 2 using a poster to promote 


sales of House and Garden, their 

3s. monthly magazine. The design 

was by Margaret Sweeney of 

Colman, Prentis & Varley Ltd. 
* ~ * 


HE National Savings Com- 

mittee is distributing 50,000 
new posters by David Langdon 
featuring ventriloquist Peter 
Brough’s famous dummy, Archie 
Andrews, to factories, offices, 
schools, clubs, etc. These posters, 
publicising the new 3 per cent 
savings certificates, are also 


=x showing on the escalators at 
Redferns are the original makers of rubber mats for counter and London Underground stations. 


ord space ek Write for full particulars and illustrated a : * * * 
older to: L ADVERTISERS’ DIVISION, ee , 
REDFERN’S RUBBER WORKS LIMITED - HYDE - CHESHIRE or thas ghee geen mag) oon 

; : the International Printing and 
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Planners 
and 


Producers 


of 
DIRECT 
MAIL 


RESULTS 


IF your campaign is directed 
to the general public 
IF you wish to approach 
selected groups of 
consumers 


IF you want to contact any 
particular trade group 


iis you must mail to any or 
several kinds of industrial 
concerns 
lF you need any or all of the 
services connected with 
direct mail at home or 
abroad (Facsimile letters, 
addressing, enclosing and 
mailing etc., offset-litho 
printing) 
YOU WILL NEED 


SIMMONDS 


| 
(POSTAL PUBLICITY) LTD > 
82-84 PECKHAM RYE 
LONDON SEIS 
Telephone : NEW CROSS 5541 


Together with our associate company 


SIMMONDS PRINTERS LTD 
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LANCASHIRE 


THE IDEAL POSTER COUNTY 


OSTER ADVERTISING 
‘ ASSOCIATION | 


FOR OIL COLOURS 
WATER COLOURS 
POSTER COLOURS 


GEORGE ROWNEY & CO LTD 
10 PERCY STREET * LONDON * WI 


| Paper Fair which is to be held at 


Diisseldorf from May 26 to June 


| 10, 1951. The poster was printed 


by Wilhelm 
Berlin. 
* * * 

OLOURED pictures are 

gradually to take the place 

of the scenic photographs which 

for so many years have been 4 

feature of the compartments in 


Greve G.m.b.H., 


Marcu 15, 1951 


London-Midland trains. Three 
series have been prepared depict- 
ing (1) travel over the period 
1845-1920, (2) notable London- 
Midland architectural] features 
and (3) scenic beauty at lesser 
known places in the Region. (See 
illustration above.) 

The cost of producing these 
new coloured pictures is less than 
half that of the photographs they 
replace. 


POSTERS TO THE RESCUE 


(Continued from page 481) 


posters a trial, using the London 
Transport system. But the double 
crown underground ' platform 
panels do not have the attention 
value necessary for the type of 
poster needed. It was not enough 
just to put up a slogan. “Cheapest 
at Rego” would not satisfy the 
merchandising requirements of 
the firm. The poster had to carry 
a changeable panel for “This 
Week's Attraction” and a mass of 
details about price, size and sell- 
ing copy. 

No other convenient spaces 
being available, it was decided to 
take a number of 16-sheet sites 
to draw the public’s attention to 
the double crowns. 


Arrangements were made with 
the London Transport Authorities 
to have one 16-sheet and at least 
one double crown on the same 
platform. In fact this has not 
proved quite practicable. Some 
stations have no small sites, 
others no large ones. And in one 
or two instances only was it pos- 
sible to get the pair on to the 
same station. 

These difficulties will probably 
resolve themselves as the scheme 
continues and sites become free. 

Meanwhile J.W.T. are watching 
carefully the efficiency of posters 
as a supplement to their clients’ 
perforce restricted Press cam- 
paign. 


OUTDOOR ADVERTISING COMMENTARY 


(Continued from page 484) 


users eases their conscience vis-«- 
vis their beautiful buses. 

We are thus back, as it were, 
to Miss Hay again. For in the 
hey-day of tram advertisements, 
mostly enamel signs were to be 
seen In many cities. Bus opera- 
tion, when it began to supersede 
tram systems, was found gener- 
ally to be so much more econ- 
omic that managers had little 
incentive to plumb this additional 
source. although little trouble 
attached to it—the worry is 
mostly the contractor's, 

Following the Glasgow and 
Liverpool decisions to allow 
posters, several authorities which 
are still hanging back may yet 
take heart. 

~ * * 
VEN in the 16th century out- 
door advertising, it seems, 
had to argue its case. This plea 


, for the social usefulness of adver- 


tising is the opening paragraph of 
Montaigne’s essay, Of one Defect 
in Our Government: 

“My father, who for a man 
that had no other advantages than 


experience and his own natural 
parts, was nevertheless of a very 
clear judgment, formerly told me 
that he once had thoughts of 
endeavouring to introduce this 
practice; that there might be in 
every city a certain place assigned 
to which such as stood in need 
of anything might repair, and 
have their business entered by an 
officer appointed for that purpose. 
As for example: | want a chap- 
man to buy my pearls: I want 
one that has pearls to sell: such 
a one wants company to go to 
Paris: such a one seeks a servant 
of such a quality: such a one a 
master: such a one such an 
artificer: some inquiring for one 
thing, some for another, every one 
according to what he wants. And 
doubtless, these mutual advertise- 
ments would be of no contempt- 
ible advantage to the _ public 
correspondence and intelligence: 
for there are evermore conditions 
that hunt after one another, and 
for want of knowing one 


another's occasions leave men in 
very great necessity.” 
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“Tf this kind of thing were ~sS& 


more general everyone 


99 


would be happier... 


Gh mm. 


ADVERTISING 
APPROPRIATION 


Anything tending to improve the lot of the advertising man is worthy of note. For 


example :- “ You have just made a half-tone block for us, with which I am ver) 


leased. But that is not the reason for this letter. I would be very much obliged if you 
P , g : 


will convey much appreciation to the gentleman who handled my order for 
the polite, courteous and helpful manner in which he treated me. It was 
quite an occasion, and if this kind of thing were more general, everyone 
would be happier. Thanking you again for your service.” This letter is 


from an occasional buyer of blocks who walked into our office to place an 


order with one of our contact men. It is evidence of the way we try to 


serve everybody, irrespective of the size of their orders. 


111 SHOE LANE LONDON EC4 
Tel. Central 6555 Eighteen Lines 


Northern Office at 4 Chapel Walks Manchester 2, Blackfriars $060 


PROCESS ENGRAVERS IN LINE, TONE & COLOUR, ARTISTS & PHOTOGRAPHERS, ADVERTISEMENT TYPESETTERS. ELECTROTYPERS, STEREOTYPERS 
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BRITISH WEEKLY 


THE RELIGIOUS NEWSPAPER 
OF NATIONAL IMPORTANCE 


@ QUALITY CIRCULATION 


@ INTERDENOMINATIONAL 
@ WIDE COVERAGE 

@ NO INCREASE IN RATES 
@ GUARANTEED INSERTIONS 


@ WOMAN'S PAGE (A new feature) 


BRITISH WEEKLY 


THE RELIGIOUS NEWSPAPER 
OF NATIONAL IMPORTANCE 


Advertisement Manager: Ronald ‘King 


46-47 Chancery Lane, London, W.C.2. HOLBORN 620! 


ee ge.” See TY een 


MEMBER A.B.C. 


THE METHODIST RECORDER 


The Religious Weekly 
with Daily Results 


CERTIFIED WEEKLY NET SALES 


835,705 


JANUARY 1951 


116 FLEET ST., LONDON, E.C.4 


CENTRAL 4748 
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THE CATHOLIC HERALD GROUP 


comprises 
Catholic Herald— 
(TWO English Editions) aot. 5004 
Glasgow Observer Est. 1885 
Scottish Catholic Herald sats 


and COVERS the BRITISH ISLES. 


THE CATHOLIC HERALD GROUP 


CIRCULATION has nearly DOUBLED 
during the past 10 years—in spite of war-time 
paper controls—and the fact that the price 
of the papers was INCREASED from 2d. 
to 3d. 


THE CATHOLIC HERALD GROUP 


reaches the professional and salaried classes of 
the Catholic community ...the Principals of 
Cathedrals - Churches - Chapels ~ Schools - 
Colleges - Convents — Hospitals - Orphanages 
- Nursing Homes, etc; the Proprietors and 
Managers of Hotels and Guest Houses — Fac- 
tories - Shops and Businesses, etc., etc. 


THE CATHOLIC HERALD GROUP 


at its present rate of £200 per page — costs the 
ADVERTISER only 2.82d. per inch, per 
thousand. 


For a NATIONAL appeal to CATHOLICS 
NATIONAL ADVERTISERS MUST USE 


THE CATHOLIC HERALD GROUP 


LATEST A.B.C. figures—specimen copies and 
any other information required—will be 
supplied upon application to : 


Miss C. M. B. McCann, 
Advertisement Manager, 
THE NEW CATHOLIC HERALD LTD. 
67, Fleet Street, London, E.C.4. 
Telephone (Advt. Dept.): CEN. 1959. 
And at GLASGOW—LEEDS—LIVERPOOL. 


READ 
DOUGLAS HYDE 


REGULARLY EVERY WEEK 


in the 


CATHOLIC HERALD 


FRIDAY 3d. 
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ADVERTISER'S WEEKLY 


RELIGIOUS PRESS 


SURVEY 


UARANTEED family 

readership and unique 

goodwill between reader 
and journal—hence between 
reader and advertiser — make 
the religious Press a medium 
unrivalled for many kinds of 
selling campaigns. 

Religious papers go into 
devout homes where family 
incomes are high and where 
quality is demanded for all 
consumer goods. Their readers 
have faith in the journal which 
reflects their spiritual beliefs 
and, because they know that 
space is sold selectively, they 
trust the advertisements which 
are carried. 

These publications make their 
own claims to have special value 
as an advertising medium, and 
produce strong evidence to sup- 
port their assertions. Their views 
are expressed in these comments 
from a_ representative  cross- 
section: 


The Catholic Herald Group: 
Religious papers have one thing 
in common: first and foremost 
they have the trust and confidence 
of their readers. They are bought 
not for casual reading but to be 
closely studied. This gives them 
a more personal touch, and this 
trust and confidence extends to 
the advertisements which appear 
alongside the editorial. This is 
surely the best goodwill any 
national advertiser can hope to 
buy. 

The Friend: Readers of 
denominational journals tend to 
support advertisers in their own 
paper. It forms a personal link. 


British Weekly: The special 
value of the religious Press lies 
in the quality of readership. It 
appeals to the intelligent, reliable 
section of the community which 
forms the backbone of the 
country. Circulations are far 
larger than net sales suggest, for 
these journals, more than any 
others, are passed from family 
to family. National advertisers 
have for many years realised the 
value of the religious Press, and 
it is included in all full-coverage 
campaigns. 


The Christian Herald: Its 


readers have far more faith in 
advertisements seen in a religious 
paper than in those seen in a 
secular publication. 

The ian World: Nothing 
takes the place of religious news- 
papers in religious homes; a 
religious weekly is passed from 
hand to hand until it almost 
drops to pieces. You never see 
an article wrapped in a religious 
newspaper—its readers would 
regard this with an element of 
shock. The life of a religious 
newspaper is an indefinite one 
and thereby constitutes lasting 
value to advertisers. 

Jewish Monthly: Their 
specialised appeal to readers 
guarantees thorough readership, 
thus giving the maximum market 
to any advertisement. 


Upward 
Sales Trend 


Many religious journals have 
had marked circulation increases 
since the war. The pre-war cir- 
culation of The Universe was 
100,000; to-day’s figure is 238,000. 
Circulation figure for The 
Christian Herald is 255,000 
against 250,000 in 1939. Before 
the war the Catholic Herald 
Group sold in the region of 
40,000 copies a week; figure for 
the July-December period last 
year was 96,901. 


High family readership guarantees the 
pulling power of this tested medium 


Publications in the religious field range from parish 
magazines selling a few hundred copies to national 


newspapers in the 250,000 circulation class. 


Each } 


has its special media value; yet each has the 
common advantage of guaranteed maximum readership. 


Steadily rising figures are 
claimed by The Christian World 


(60,000), Methodist Recorder 
(85,705), and Church Times 
(53,500). 


,Circulation of the Jewish 
Chronicle is said to have in- 
creased 180 per cent since 1939 
and, it is claimed, could be raised 
still further but for paper restric- 
tions. 

Among Methodist publications 
issued by The Epworth Press 
which show circulation increases 
are Methodist Magazine, 28,000 
against 5,000 in 1938; Kiddies 
Magazine, 20,000 (13,000); and 
Choir and Musical Journal, 3,500 
(2,000). 

Kingdom Overseas, magazine 
of the Methodist Missionary 
Society, circulates 68,000 monthly. 
chiefly among members of the 
church interested in overseas 
missions. 

How are the religious journals 
going to meet rising production 
costs? 

The Universe has not increased 
rates and will not do so until the 


| 


The Holy Year 


| Aathaatie @ 


Products such as | 

this rely on the 

religious Press for 
publicity 


| 
| 
| 
| 
| 


‘The clamour of the Belle of the caremony thet hove been recorded. 
Four Besilicas of Rome, the sing The secords present « vivid sound 
ing of the Sistine Chapel Choir and picture of © great eccosion, and 
the actual voice of His Holiness were made with the approve! of 
Pope Pine XII are among the im- the Vatican Authorities and by 
presnve excerpts from this age-eld  apecial permission of the Vatican 


A Kohn of Onn 


dings of the Inaugural ( 


Radic Station Apart from ther 
present mterest. they wil) eeqaye 
historic distinction. DB 7)049-52 
Obeatnatie rom “ity Master's Vome” 
Dede A mamdsome aium 'e eoman 
he 4 rk © dee eis a cure 
on 


“HIS MASTER'S VOICE” 


circulation has reached the quar- 
ter million mark; the publishers 
say they are strongly opposed to 
price increases, although some 
contemporaries have put up their 
prices to threepence. 

The Christian World increased 
its price from twopence to three- 
pence; the Methodist Recorder 
has raised its rates, as have the 
Church Times and the Jewish 
Chronicle. The Church of Eng- 
land Newspaper has raised its 
selling price. 

Some of these journals carry 
all kinds of general advertising. 
others refuse certain classes of 
appeals. 


No Lipstick, 
No Undies 


_ The Epworth Press (Methodist 
journals) refuses advertisements 
for cosmetics, ladies’ underwear, 
cigarettes, wines, spirits, and 
some patent medicines. The 
Methodist Recorder is also very 
selective, and patent medicines 
are excluded. 

The Christian World accepts 
all kinds of announcements, with 
the exception of those for alco- 
holic drinks. The Tablet refuses 
patent medicine advertisements. 

Of the powerful Roman 
Catholic journals, The Universe 
bars football pool messages, while 
the columns of the Catholic 
Herald Group are open to all 
“provided the goods advertised 
are considered suitable for our 
readers.” The publishers stress 
that the Catholic Herald does 
accept advertisements for wines, 
spirits, beer, tobacco and cigar- 
ettes. 


The Christian Herald, on the 
other hand, does not carry adver- 
tisements for intoxicating drinks, 
tobacco, theatres or cinemas. The 
Church of England Newspaper, 
British Weekly and The Friend 


(Continued on next page) 
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ADVERTISER'S WEEKLY 


Your client is interested in 


FACTS & FIGURES 


The facts are — 


@ The Universe is influential 
@ It pets into the home and is read by 


the whole family 


@ The Universe readers answer 


advertisements 


The figures speak for themselves — 
@ A.B.C. figure—December 1950 
235,472 copies weekly 


PRESENT 


EXCEED 


SALES 238,500 


Buy in the right market and get QUALITY -QUANTITY - RESULTS at 40/- per s.c.inch 


No national 
appropriation 
is complete 
without 


FIELD HOUSE .- 


BREAMS BUILDINGS 


The Universe 


- LONDON - EC4 


i 


A New and Unique Reference Work 
To be Published Shortly 
WHO’S WHO ih: FREE CHURCHES 


Completely Authentic 


HIS First Edition gives 15,000 up-to- 

date Biographies of Ministers and 
Lay Members of all bodies associated with 
the Free Church Federal Council, includ- 
ing Baptists, Congregationalists, Method- 
ists, and Presbyterians, and also of all 
other Free Church bodies. 
articles include 
their History and Witness’’, by the Rev 
E. A. Payne, M.A., B.D., B.Litt. 

33 Reference and Directory Sections 
include full details of Church Music 
Publishers, Moral Welfare Organisations, 
Schools and Colleges, Societies, Associa- 
tions and Institutions, and Youth Societies 


Special 
“The Free Churches : 


and Clubs. The limited copies shortly avail- 


40/- net 


A Volume in 
The Shaw Standard 
Reference Series * 


“Who's Who in the Free Churches,’’ 
180 Fleet Street, London, E.C.4. 


able, are now being allocated, so you should 
apply for your volume without delay. 


POST THIS COUPON NOW 


Please send me post free, on pablication, WHO'S WHO IN THE FREE 


CHURCHES 


| enclose remittaace value 40- in full settlement 


| 
| 
! 
| 
| 
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THE RELIGIOUS PRESS 


also exclude advertisements for 
“strong drinks.” 

What kind of people read 
religious journals? 

The Jewish Chronicle, claims 


| that its readers form a cross- 


section of the whole English 
community “from Park Lane to 
Petticoat Lane.” The Jewish 


| Monthly, first published in 1947 


| class readership. 


by the Anglo-Jewish Association, 
is in no sense a “house organ”; 
it is a literary magazine appeal- 
ing to those who take a serious 
interest in Jewish life, thought 
and religious affairs. 

The Church Times is a leading 
ecclesiastical journal with good 
Church digni- 


| taries read it regularly. 


The Methodist Recorder claims 
high class, regular readership 
among active church workers who 
rely on it entirely for news of 
church events and developments. 


Value Of 


Age And Tradition 


While being a Free Church 
weekly newspaper, The Christian 
World is principally concerned 
with the activities of the Congre- 
gational Churches of England 
and Wales. It is relied upon by 
the Congregational Union to 
report progress in their various 
movements. 

The age and traditions of many 
of these journals gives them added 


, media value with the guarantee 


of continuing family readership. 

The Methodist Magazine 1s 
described as “the oldest magazine 
in the world.” Started by John 


| Wesley in 1778, this publication 


was first known as the Armenian 
Magazine; it has been published 
without a break since that date. 

Founded in 1840, The Tablet 


| claims to be the oldest religious 


weekly in Britain. A review type 
of journal, it is the only sixpenny 
Roman Catholic weekly. 

Special plans for Festival Year 
have been made by some religious 


| publications. They intend to play 


a full part in the festivities. 

The Jewish Monthly is prepar- 
ing for an influx of members of 
Commonwealth Jewry and ex- 
pects to add many new readers. 
Subscribers to the journal are to 
be found in the remotest places 


| “from Australia to China, from 


| special 


the United States to Central 
Europe, and from South Africa 
to Istanbul; in fact, wherever 
there are readers of English 
interested in Jewish affairs.” 


Support For 
The Festival 


A special Festival Guide is to 
be issued by the Jewish Chronicle 
for overseas visitors. It will cata- 
logue hotels, restaurants and 
travel facilities. 

A Festival number of British 
Weekly will be issued in May. 
This will be one in a series of 
monthly supplements 


planned throughout the year. 


Marcu 15, 195] 


They will be of general and 
religious interest. 


An interesting publishing event 
in the religious field next month 
will be the appearance of Who's 
Who in the Free Churches (Shaw 
Publishing Company, 40s.), the 
next volume in the Shaw Standard 
Reference Series. Before the war 
the Shaw Publishing Company 
produced the Baptist Who's Who, 
Who's Who In Congregationalism 
and the Methodist Local 
Preachers’ Who's Who, but this 
is the first time that any publish- 
ing house has produced in one 
volume a reference guide to all 
the Free Church bodies of the 
British Isles. 


The Church of England 1s 


Warm the congregation~ 
not the stracture 


Formerty A was veel io thot 
uidings. Modern thought « 


POTTERTON 


gas-fired 


RADIANT PANELS 


Se ae ae 


A product normally advertised 

in business and trade papers 

finds a good medium in the 
religious Press. 


adequately covered by Crock- 
ford’s Clerical Directory. The 
Roman Catholic Church in Great 
Britain has its Catholic Directory, 
and the Catholic Who's Who is 
in active preparation for re-issue. 
The Baptist, Congregational, 
Methodist and _ Presbyterian 
Churches and the Salvation Army 
have their own year books and 
publications as have the smaller 
Free Churches. But the Free 
Churches as a whole are covered 
for the first time in the history of 
publishing in Who's Who in the 
Free Churches. 

The book includes details of 
the following bodies: The Baptist 
Union of Great Britain and 
Ireland, the Congregational 
Union of England and Wales, the 
Methodist Church, the Presby- 
terian Church of England, the 


(Continued on page 494) 
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ADVERTISER'S WEEKLY 


; 


Festival Year 


* 


It is with reluctance we have been 
compelled to disappoint would-be 
CHURCH TIMES advertisers 
owing to lack of space, but for the 
actual Festival Season a few more 
reservations can still be made. 
The rate per single column inch 
is £1. 


* 


CHURCH TIMES - 


Advertisement Manager : W. E. Shannon 


7 PORTUGAL STREET, LONDON, W.C.2 
Telephone : HOLborn 0844 


Established 184! 


Time and Again 
the pulling power of 


THE 
JEWISH 
CHRONICLE 


has proved its worth 


No national advertiser can afford to 
disregard its readership 


Advertisement Manager : A. B. Guthrie 
32 FURNIVAL STREET E.C.4. Tel. HOLborn 9252 


Manchester Office: Northern Assurance Buildings 
Albert Square. Tel. Blackfriars 7567 


1.155.000 MONTH LY 


THE LARGEST CIRCULATION 
OF ANY RELIGIOUS PUBLICATION 


A Parish Magazine inset covering the whole country. 
Circulates in cities and towns all over England and goes 
deep into Country villages dificult to reach by any other 
means 

It is essentially a homely medium with a predominant 
woman's readership—the people who buy for their homes 
and families. 


Published in two sizes—8vo and 4to 


Octavo: 820,000 £205 pp. and pro rata 
Quarto: 635,000 £317 10s. pp. and pro rata. 


Further particulars and space available from 


Advertisement Manager, 
HOME WORDS, 38, Chancery Lane, London, W.C.2. 
Telephone: CHAncery 7876. 


Telephone: MONarch 4154 (3 lines) 


The Market Place 


METHODISM 


The Methodist Magazine 


MONTHLY 


is the oldest magazine in the world continuously 
published since 1778. A journal which is read from 
cover to cover by all members of the household. 


The Church Record Inset 


MONTHLY 


(first published in 1891) is an ideal inset upon 
which *o build a Church Magazine. 


The Choir and Musical Journal 


MONTHLY 


(first published in 1910) is a most useful journal 
read by Choirmasters and Organists throughout 
the country. 

Specimen copies of the above publications with 
advertisement rate card and circulation figures will 
he sent on request. 


D. P. Kimpton, Advertisement Manager 


THE EPWORTH PRESS 
23-35, CITY ROAD, LONDON, E.C.1 
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ADVERTISER'S WEEKLY 


HAPPY EASTER/ 


; ™ 


i 


‘| have advertised in 


repeat orders.” 


RATE CARD from: 


many 
hitherto obtained such satisfactory quick results.” 
“Ll had wonderful results from last advert . . 


ConiTRND ‘oie 


— Results 


| try THE 


|CH RISTIAN 
HERALD 


_ The Religious Weekly 
with the 


al Worldwide Circulation 


Quotations from advertisers’ letters— 


mediums, but have not 


. and many 


“We have found ‘The Christian Herald’ the only Weekly 
of its class worth considering. 


THE CHRISTIAN HERALD CO., LTD., 
6, TUDOR STREET, LONDON, E.C.4. 


Tel.: Central 3624. 
OR WRITE 
4, WESTERN ESPLANADE, PORTSLADE, 
BRIGHTON, SUSSEX. 


4} —_____________ 
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CHRISTIAN WORLD 


Established over ninety vears 

Reaches and is read weekly by 

many thousands of well-to-do 

Free Chur h Folk 

tt is regarded mainiy as the 

Free Church Newspaper Th 

Congregational Union of Pastend 

and Wales is the second largest 

Free Church denomination in the 
British Isles 

Rate Card and further particu'ars 

from the Advertising Manager, 
F. LEWIS 

The Christian World Ltd. 
110 Fleet Street, London, E.C.4. 


RENART 
STUDIO LTD 


EALING 3362 
4644 


SCREEN PRINTING 


HENDON 
BILLPOSTING 
COMPANY 


~_PADD NC TOM 0188)? 


__37 SPRI SPRING STREET © w.2. Ss 


T 


‘THE FRIEND 


is the only weekly Journal 
of the fociety of Friends 
(Quakers) 


into nearly every 
Quaker home in 
the country 


* 


No 
campaign in 


Every Friday it goes 


the Religious Press 


is complete without 


THE FRIEND 


, 46-47 Chancery Lane, London, W.C.2 


Rates on application to 
Advertisement Manager 


THE FRIEND 


Telephone HOLborn 6201-3 


| Presbyterian Church 
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of Wales, 
the Union of Welsh Indepen- 
dents, the Churches of Christ, 
the Independent Methodists, the 
Wesleyan Reform Union, the 
Moravian Church, the Countess 
of Huntingdon’s Connexion, the 
Congregational Union of Scot- 
land, the Free Church of 
England, the Presbyterian 
Church in Ireland, the Reformed 
Presbyterian Church of Ireland, 
the Reformed Presbyterian 


Church of Scotland, the Unit- 
arian and Free Christian 
Churches (including the Non- 


Subscribing Presbyterian Church 
of Ireland), the United Free 
Church of Scotland, the Salva- 
tion Army, the Plymouth Breth- 
ren, and the Strict Baptists. 

It has been produced with the 
valued assistance of the Free 
Church Federal Council and of 
the secretaries of the bodies listed 
above 


‘ Free Churches 
Who's Who’ 


The scheme of the book is to 
include an account of the par- 
ticular church or denomination, 
its history and organisation, fol- 
lowed by the biographies of its 
ministers and its leading laymen. 
The book is divided into sections 
for each denomination and there 
are directory sections giving par- 
ticulars of services and suppliers 
for each denomination and also 
those which are of inter-denomi- 
national character. Moral welfare 
societies and organisations are 
abundantly represented in Who's 
Who in the Free Churches. 

Two outstanding articles will 
appear at the beginning of the 
book. The Rev. E. A. Payne's 
article is on The Free Churches: 
Their History and Witness which 
traces the history of the Free 
Churches from the beginning. Mr. 
F. H. Cowper. who is a barrister- 
at-law, writes of The Legal Dis- 
abilities of |Non-Conformists. 
which sketches the relations of 
nonconformity with the law from 
the days of the Lollards. An 
article on the Free Church 
Federal Council by the Rev. H. 
Wigley. general secretary of the 
Council, also appears at the 
beginning of the book. 


Business Activity 
In The Church World 


Advertisers have shown con- 
siderable support for the volume 
and its advertising pages will 
reflect the business activities of 
the Free Church world in many 
phases. 

No survey of the religious 
Press would be complete without 
reference to the Religious Weekly 
Press Group. an organisation cf 
sixteen journals which owes its 
incention to the fuel crisis of 
1947 when Government decree 
temporarily susnended a_ great 
many weekly publications. Com- 
mon misfortune drew the reli- 
gious newspapers together, with 


*“ MUST’ 


The Religious Press is 
a‘ must’ for most sell- 
ing campaigns. 

The value of religious 
papers as a medium has 
been tested over a long 
period. 

They have achieved 
maximum readership 
within their denomina- 
tions. 

Their chief asset is the 
goodwill and faithful 
support of their readers, 
most of whom are 
family people. 


the aim of establishing a system 
of mutual self-help. 

Objects of the Group are to 
safeguard the common interests 
of its members, particularly in 
the managerial sphere, and to 
provide a forum for the exchange 
of views on subjects of common 
interest, 


Collective 

Security 

When fuel crisis threatened 
again this winter, the Group 


took prompt action to seek assur- 
ances that the religious Press 
would be safeguarded against a 
recurrence of 1947 events, The 
Minister of Fuel was  ap- 
proached, and he gave an assur- 
ance “that the importance of 
avoiding any break in the print- 
ing of religious weeklies and 
periodicals is fully appreciated, 
and that all practicable steps 
would be taken to ensure their 
continued publication.” 

This survey gives some indica- 
tion of the scope and pulling 
power of the religious Press. It 
is a tried and trusted medium, 
much in demand. One firm has 
been advertising in the Church 
Times for over 50 years—and 
getting results. 

Prospects for this group_of 
journals are promising. 
Christian World, for example, 
forecasts “a very healthy, pro- 
gressive trend.” 

Certainly most selling cam- 
paigns would be incomplete with- 
out placings in the religious 
Press. It has been tested over 
the years and proved an excep- 
tionally valuable medium. 


New Jewish Monthly 


Images of Life is the title of a 
new Jewish pictorial monthly. 
which is also published in France 
under the title Images de la Vié 
and which will circulate through- 
out English and French-speaking 
countries. 
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Ad. Missing Habit May Grow If 
Design Gets The Upper Hand 


Advertising must “put design in its place,’ Mr. W. D. C. Cormack, 
publicity manager, Thos. Cook & Son Ltd., told members of the Design 
and Industries Association’s luncheon club in Manchester. 

Unless this happened, and unless psychologists were allowed to use 


shock treatment where necessary, 
the advertisement-missing habits 
foreseen by an investigator before 
the war would develop with the 
result that advertising would have 
no effect whatever. 

“Don't let design get out of 
hand,” he urged. “Don’t let it 
dominate the sales message. 
Remember, advertising is a shout 
not a whisper. If you feel this 
advice hurts your sensibility, get 
out of commerce altogether. The 
hurly burly of the market place is 
not for you.” 


Travel Publicity 


There still remained a big job 
to do in travel publicity. Only 
half the British people took holi- 
days; only 1} per cent went 
abroad for their holidays. Money 
to-day was not any longer the 
reason why people did not go 
abroad. For many sections of 
the community, particularly 
among young folk, the greatest 
deterrent to foreign travel to-day 
was lack of education. Many 
who had the means would not 
budge because they could not 
speak a word of any foreign 
language. 

Advertising in the idiom of the 
common people, and not in the 
detached up-stage manner which 
unfortunately the cult of modern 
design had inculcated, was the 
only way to build up this poten- 
tia] market, Mr. Cormack empha- 
sised. Design should be the 
beginning. not the end. 


N.T.P. PLAN £500 
WINDOW CONTEST 


National Trade Press are again 
sponsoring a nation-wide cam- 
paign in the interests of better 
window displays, and are offering 
cash prizes totalling over £500 
to retailers staging winning dis- 
plays during the first five months 
of this year. 

The competition embraces five 
main types of merchandise and 
each section is being conducted 
by one of the N.T.P. journals: 
Fashions & Fabrics, Footwear, 
Furnishing, Style for Men, and 
Watchmaker, Jeweller & Silver- 
smith. Each journal is offering 
cash prizes of £50, £25, £10, 
together with diplomas of merit. 

In the majority of trades, these 
prizes are being supplemented by 
the offer. from manufacturers 
and wholesalers, of additional 
cash and tronhies, where winning 
windows prominently feature 
their own merchandise and brand 
names. 

Retailers are being encouraged 
to link their displays more 
‘closely with national advertising 
campaigys, and manufacturers 
and wholesalers are being urged 
to keep retailers well advised con- 
cerning campaigns for branded 
ranges. 


“Geods Are Sown By 
Public Relations 


Public relations officers to-day 
need time to sit back and con- 
sider what contribution public 
relations has to make to the art 
and wisdom of living. 

This was the underlying theme 
of an address on “Works rela- 
tions and the role of the P.R.O.” 
by Howard Marshall, director of 
personnel and public relations of 
Richard Thomas & Baldwins 
Ltd,, at a meeting of the Institute 
of Public Relations last week. 

“Public relations is not only 
the shop window through which 
the public is able to see the win- 
dow display,” he remarked. “It 
is also responsible for the win- 
dow display itself, for the goods 
in the window, and the way they 
are arranged.” 

Public relations officers in in- 
dustry should be careful not to 
cut across executive responsi- 
bility. They should work quietly 
and patiently. They must sow 
the seeds but encourage others 
to bring them into full flower. 


Assess Results Of 


Self Service 

Publicity men could play an 
important part in going round 
self-service shons and assessing 
their results, and in planning dis- 
plays for bazaar stores that would 
attract people into the shops, Mr. 
F. W. Warwick (Royal Arsenal) 
said at the annual meeting of the 
Co-onerative Publicity Managers’ 
Association. 

Mr. C. J. Knight (South Subur- 
ban) said that advertising began 
at the production end, giving the 
right article at the right price, and 
urged greater consultation be- 
tween national and local publi- 
city officers. 


Waterworks Turn 


. . 
On Publicity 

A “Water Week” campaign .s 
to be sponsored by the British 
Waterworks Association from 
June 2-9. 

The Association is urging its 
members, about 90 per cent of 
the water authorities in this 
country, to co-operate in winning 
the public's aporeciation of the 
work involved in bringing them 
a piped water supply. 

Each of these authorities has 
received a copy of the Associa- 
tion’s first publicity bulletin. 
which indicates how different 
publicity media might be used 
for “Water Week.” The bulletin 
includes a colour poster, speci- 
men “Water Week” programmes, 
filmstrip reproductions and 
articles of local interest. 
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SOME VERY FINE SPECIMENS IN 
BLACK AND WHITE !  Photo-litho-offset 
gives you a depth of colour scarcely matched by 
any other process. It is not always the least 
expensive process but, with the right subject, it 
promises distinction and sparkle, rivailing the 
original for beauty and detail. There are some 
specimens we would like you to see in black and 


white as well as colour! 


CHARLES 


~& READ 
LIMITED 


Printers by photo-litho-offset 


PHONE HOLBORN 28082 
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MPHE ELECTRIC sign men 
are pretty confident thai 
their signs will be flashing 
again by April. My authority 
for this is A. Elders Beadnell, 
who, during the six years’ exist- 
ence of the Electrical Sign Manu- 
facturers’ Association, has been 
its vice-chairman for four and its 
chairman (now retired) for two. 
He tells me that the Association’s 
specia] duties committee, under 
S. D. Moyse, of Claudgen, has 
found Alfred Robens, _ the 
Ministry of Fuel and Power's 
Parliamentary Secretary, very 
understanding and co-operative. 

If these hopes are justified 
and they probably will be in view 
of the Festival—it will be good 
news indeed. Though electric 
signs represent only a small part 
of the activity of Beadnell’s own 
firm—Elders, Walker, of Gates- 
head—this is by no means true 
of all the firms in the Association. 
The 42 members of E.S.M.A.. 
who account for about 90 per 
cent of the electrical advertising 
trade, are hit both by the fuel 
shortage and by the hostility of 


the anti-outdoor advertising 
people. 
Beadnell tells me _ that, up 


Mainly Personal— 


By CONTACT 


north at least, most customers 
deal direct with the sign manu- 
facturers, without the interven- 
tion of advertising agents. 


* * * 


SINCE 1946 when the first 
prototype, of the famous 
McCormick Automatic Silk 
Screen Printer was assembled, its 
inventor, W. P. McCormick, ¢f 
Glasgow, has found himself 
involved in one huge whirlpool 
of travel. The first demonstration 
was given in September 1948, 
then followed visits to commercial 
centres all over Britain, United 
States, Canada, Holland and 
Sweden. 

About 120 machines have been 
sold, 75 per cent of which have 
gone overseas. Biggest buyers 
to-day are Australia and New 
Zealand, American sales having 
subsided a little owing to the 
present international situation. 
Although he is high in his praise 
of the work of Britain's really 
top-flight silk screen printers, his 
travels have convinced him that 


Sweden produces the finest 
specimens of this craft. 

McCormick, in his early 
thirties, finds it impossible to 


1 


MOREY 


When you need— 


DISPLAY UMTS 
SALES AIDS 
WROUGHT IRON STANDS 


Phone BARNET 3222 


We would like to put 
our many years of ex- 
perience in making 
wood, metal, wrought 
iron and plaster display 
units, sales aids and 
wrought iron stands at 
your disposal. Let us 
call and work out with 
you the practical side of 
your problem as we 
have done for many 
famous firms. You will 
appreciate the quality 
of our work and the 
economy with which it 
can be produced. 


REVOLVING DISPLAY STAND 
AND DISPENSER. 
Compact unit to carry three 
sizes cf containers. Manufac- 
tured in metal for Maw of 

Barnet 


(BARNET) Limited 
167 High Street + Barnet 


Telephone: BARNET 3222 


A silver tankard for a golden jubilee. 


DOUBLE salaries for the staff, a 
luncheon for the chief executives, 
and a Georgian tankard to add 
to his collection of old silver 
helped to celebrate the 50th 
anniversary of the entry into ad- 
vertising of Stuart A. Hirst, of 
Leeds. Miss D. M. Turley, secre- 
tary of Stuart Hirst Ltd.. made 
the presentation on behalf of the 
staff. 

It was as much through his 


lively interest in the affairs of the 
city as in his wide recognition in 
the advertising field that Hirst 
became first president of the Pub- 
licity Club of Leeds. He was the 
author of the scheme for the 
Leeds Tercentenary celebrations 
in 1926. 


An early aviation enthusiast, 
Hirst saw Bleriot cross the 
Channel in 1909, and later 


founded the Yorkshire Aeroplane 
Club. 


attend to his earlier interests in 
the work of the Scottish Associa- 
tion of Silk Screen Printers and 
Display Producers, 


of which he 
was founder 
secretary. 


Already le 
is working 
on im- 


which he 

hopes to 

have ready 

next year. 

After that— 

well. there's 

another 

machine in 

the young 

More ideas are Scot's mind, 
on the way but he’s 


keeping very 
quiet about it in the meantime. 
7 a +. 
MIDGET submarine and human 
torpedo crews—good luck to ‘em! 
—plus depot ships and base staffs 
of the Twelfth Submarine Flotilla 


are having a reunion at the 
Criter‘on to-morrow. Joint hon. 
secretary James Benson, of 


Kemsley’s promotion department. 
tells me that getting on for £200 
has been received in donations, 
for which an appeal was made to 
firms in any way connected with 
the Flotilla—mostly, of course, 
engineering firms. 

Advertising space in the sou- 
venir menu was offered in return 
and several firms availed them- 
selves of this, but there was no 
active selling, and no ad. rate was 
quoted. Among the firms that 
rallied round were Siebe, Gorman, 
the submarine and safety engi- 
neers; Metropolitan-Vickers Elec- 
trical; Davey, Paxman, of Col- 
chester; Broadbents, of Hudders- 
field; Gieves;s Wavy Navy 
Tobacco; J. & E. Hall, of Dart- 
ford; and Stothert and Pitt. of 
Bath. 

Here’s wishing the Flotilla 
many more reunions—all of them 
peaceful! 


ANOTHER man who saw naval 
service during the war is Mathew 
Crosse, now a director of Rumble, 
Crowther & Nicholas. He spent 
the war years—after a period on 
the lower deck—on the personal 
staff of Admiral Bousfield, Chief 
of Naval Intelligence, Mediter- 
ranean, and saw service in Africa, 
France and Italy. But, although 
Senior Service, he was not above 
marrying into the Army, his wife 
Athena—who is herself a well 
known publicist and B.B.C. 
fashion broadcaster—being the 
daughter of the late Col. Erroll 
Napier MacDonnell. 

It was in March 1949 that 
Crosse resigned from the Minis- 
try of Fuel and Power, where he 
was chief information officer, +o 
re-establish his own public rels- 
tions consultancy business. Before 
joining the Fuel Department. he 
was, at the aged of 31, made first 
P.R.O. to the Ministry of National 
Insurance and directed its infor- 
mation and publicity programme 
from the passage of the Act in 
1945 until the scheme was success- 
fully launched in 1947, when, fol- 
lowing the fuel crisis of that 
winter, he was transferred to the 
Fuel Ministry. 

Originally intended for the law, 
Crosse spent three years ‘n 
articles with a solicitor before 
enterine publicity via free-lance 
journalism. 


WEEKS WISECRACK 


“No, Miss Wapshott, a pilot 
survey is not a quick 
once-over from a squad- 


ron-leader.” 
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Gillette Festival Razor: 


New Glass 


Cleaner: Eno Campaign 


Gillette Industries Ltd. have 
announced a Festival razor set 
which will include a 3-piece 
razor with two blue Gillette 
blades in an attractive case with 
transparent lid. The set will be 
supported by advertising in 
national and provincial papers 
and leading magazines. Agents: 
W. S. Crawford Ltd. 


A new cleaner for windows, 
mirrors and chromium tiles has 
been launched by Standard 
Brands Ltd. of Liverpool under 
the name of Glass Gloss. A 
powerful advertising campaign 
will open on April 2, starting with 
insertions in the Liverpool Echo. 
Posters, counter display material 
and a window display unit have 
also been prepared. The agents, 
S. C. Peacock Ltd. (Liverpool), 
have carried out a sampling test 
among housewives, a market re- 
search and also designed the 
pack. 


ACCOUNTS MOVING 


To Nicholls Dorrity Advertis- 
ing Ltd.: Arden Knitwear Ltd.— 
Long & Young Ltd. 

To S. C. Peacock Ltd. (Liver- 


pool): Richard Jones, depart- 
mental store. — Hills  (Hair- 
dressers) Ltd. 

What is a 


O Rg Fe =D) of. 
+., As 


This illustration by Ronald Searle 

will be used in April for the 

current campaign for B.P. petrol 

in nationals, provincials and 

trade Press. Agents are §. H. 
Benson Ltd. 


To Clifford Bloxham & Part- 
ners Ltd.: Baxen, anaelgesic, 
made by E. Griffiths Hughes 
Ltd. (women’s magazines and 
“certain national media’). 


NEW ACCOUNTS 


To London Press Exchange 
Ltd.: Timber Development Asso- 
ciation. A campaign is to be 
launched within the next few 
months to “re-educate the public 
in the intrinsic merits and the 
availability of timber.” 

To Rathbone Publicity Ltd.: 
Trinity Designs & Methods Ltd., 


engineers and consultants and 
designers of jigs. ' 

To S. C. Peacock Ltd, (Liver- 
pool): Dexine Rubber & Ebonite 
Ltd. (trade Press).—Monahans 
Asbestos Co., Ltd. (trade Press). 
—Unida Products (trade Press 
and direct mail). 

To Gordon Advertising Ltd.: 
Boston Marme Patents Lid. 
(technical Press).—E. Holder of 
Chelmsford, makers of dressing 
jackets (trade Press). 

To John Haddon & Co., Ltd.: 
Penguin Photo Products Ltd. 


NEW_CAMPAIGNS 


For Eno’'s fruit salt, starting 
April in national dailies, and 
Sundays, Picture Post, Illustrated, 
women’s magazines, and trade 
Press. Agents: J. Varney & Co., 


For Yeast-Vite, starting April 
in national dailies and Sundays, 
provincials, women’s journals, 
and colour spaces in John Bull, 
Picture Post, Women’s Illustrated, 
and Everybody's. Agents: T. C. 
Bench Ltd. 

For K.L.G. plugs, summer 
campaign (April-July) in national 
dailies, Illustrated, Punch, Coun- 
try Life, Tatler, Countryman, 
motoring Press, with the slogan 
“Fit and forget.” Agents: Masius 
& Fergusson Ltd. 

For Fram oil cleaner in national 
dailies, London evenings, trade 
Press. Agents: C, R. Casson Ltd. 

For Tate & Lyle Ltd., large 
spaces in national dailies, pro- 
vincials, and financial journals in 
connect.on with the annua] state- 
ment of accounts. Agents: Smiths 
Advertising Agency Ltd. 

For Whiteway’s Devon Cider, 
summer campaign in national 
dailies and Sundays, London 
evenings and provincials. Agents: 
C. Vernon & Sons Ltd. 

For Brylcreem, featuring the 
three Brylcreem packs (large, 
standard, and the new junior 
size) in national dailies and Sun- 
days, weekly magazines. Agents: 
G. S. Royds Ltd. 

For Lastex swimsuits and cor- 
sets in Woman, Woman's Own, 
Vogue, Good Housekeeping, 
Weldons Ladies Journal, Woman's 
Journal, The Queen, The Lady. 
Agents: Charles F. Higham Ltd. 

For Dunswayne coloured 
sheets, made by Shore Sheets Ltd.., 
in women’s magazines. Agents: 
S. C. Peacock Ltd. (Liverpool), 

For Carnation corn caps in 
Daily Mail, Daily Herald, News 
Chronicle, Daily Mirror, Daily 
Graphic, Glasgow Record, Belfast 
Telegraph, Picture Post, Illus- 
trated. Agents: Munday, Gilbert 
& Troman (Birmingham). 

For Eve shampoo in nationals 
and colour spaces in women's 
magazines.—For Norvic Shoe Co. 
in nationals, provincials and 
magazines. Agents: Colman, 
Prentis & Ltd. 


For Guards Man's Wear in 
nationals, provincials and class 
weekly magazines.—For Turog 
bread in nationals and provincials. 
—For New World gas cookers 
and water heaters, made by 
Radiation Ltd., in nationals, pro- 
vincials and trade Press. Agents: 
Alfred Pemberton Ltd. 

For Parents, the Link House 
publication, in Daily Mirror, 
Daily Dispatch, Sheffield Tele- 
graph, Newcastle Journal, Glas- 


gow Daily Record, Aberdeen 
Press and Journal. Placed 
direct. 


For Timothy Whites & Taylors 
Ltd., 1951 campaign extending 
throughout the provinces. Agents. 
Sells le 

For Fairy Dyes Ltd., introduc- 
ing a new dye claimed to tint or 
dye any fabric, in trade Press. 
— D. C, Cuthbertson & Co., 


For Leethems (Twilfit) Ltd. 
introducing nylon georgette figure 
foundations in national and pro- 
vincia] Press, women’s journals. 
Agents: G. S. Gerrard Adver- 


For Wood Bros. Glass Co, 
Ltd.. makers of perfume bottles, 
in Vogue Beauty Book, Con- 
tinental Daily Mail. Agents: 
Gee Advertising Ltd. (Leicester). 

For Sumrie boys suits in York- 
shire Post, Glasgow Bulletin, The 
Scotsman and other provincial 
- Agents: Norman Davies 

id. 


Churchill’s Name 
Was Missing 

A last minute alteration had to 
be made to the Silver Jubilee an- 
nouncement of the Shredded 
Wheat Co., Ltd., Welwyn Garden 
City factory which appeared in 
the Daily Express, Daily Herald, 
and News Chronicle on Monday. 

The copy included a flash back 
to the Daily Mail of March 13, 
1926, when the factory opened. 
Headline news on that day was 
that Winston Churchill, then 
Chancellor of the Exchequer, was 
grappling with the French debt. 

This was mentioned in Mon- 
day’s advertisement but in place 
of Mr. Churchill's name _ the 
“Baldwin government” had to be 
inserted at a very late hour owing 
to permission to use Churchill's 
name in the advertisement being 
withheld. 

Also in connection with the 
celebration a whole page was 
taken in the Welwyn Times and 
half-page in the Herts Advertiser 
last week. 

One of the largest banners ever 
erected, measuring 108 ft. x 18 ft.. 
was draped along the frontage of 
the Welwyn Garden City factory. 
It read: “Welcome. The home of 
Shredded Wheat opened March 
12, 1926.” 

Agents for the Shredded Wheat 
Co. are MecCann-Erickson Ad- 
vertising Ltd. 


Turner, Leach & Co., Inc., 
New York affiliate of Auger & 
Turner Group Ltd., have changed 
the name of their agency. The 
name is now Turner & Dyson. 
Inc., of the same address 
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ONE SMALL 
NEWS PAR 


IN 


HARPERS 
SPORTS & GAMES 


brought enquiries to 
a Manufacturer 
from 


NEW ZEALAND 
AUSTRALIA 
SOUTH AFRICA 
AMERICA 
CANADA 

EGYPT 

FRANCE 

SPAIN 
PORTUGAL and 
the BRITISH ISLES 


THIS SHOWS THE 


PULLING POWER 
OF 


HARPERS 
SPORTS & GAMES 


for full particulars apply to: 


HARPER & CO. 
8 Lloyds Avenue, 
London, E.C.3 


ROYAL 3838 


; Co = ee 
| po _ : | r 
4 Ltd | 7 
a 
“a Pa % 
: sports car, Daddy? q 
‘ — — = a 
Sm Ny as 
» <_—— y) ; 
We ) - 
r = >. "- 
1 ie 7 - B/ f 
i me Ol rf ey j 
ie S a Sy 
: a pe | 
s | 
| pe _ 
2 aii 
i a = 
—_———— Rr PB ‘. a 
. ky <> ay . 
He 
Wi : ‘ 
=e 
s | A 
| 
ee . 7 = fe 


ADVERTISER'S WEEKLY 


THAT the British Pressure 
Cooker Manufacturers’ Associa- 
tion are to issue a guarantee of 
quality and safety for pressure 
cookers. And— 

* * * 
THAT there will be advertising 
to make the guarantee label 
familiar to both the public and 
the trade. 

* * * 


THAT the Publicity Club of 
London has now moved to 17 
Fleet Street (CIT 2750) above 
Prince Henry's Room. This is 
claimed to be the oldest building 
in the City. 
* 


THAT Maurice Gordon, co- 
director, Gordon Advertising 
Ltd., has received his “Z” papers. 
Aged 37, he was a radar expert 
during the war at the Military 
College of Science. 
* ~ 


* * 


* 
THAT circulation of the Daily 
Express increased by 40,788 
copies during February to 
4,176.47. r copies a day. 

* 


THAT a car belonging to Edward 

Preston, honorary secretary, Pub- 

licity Club of London, was stolen 

during the Club’s Gala. And— 
- *~ 7 


fHAT it was later found aban- 
doned at Harlesden. The meter 
showed it had been driven 60 
miles. 
* . 
THAT Coty (England) Ltd. have 
introduced a new hand treatment 
cream. When used prior to 
washing it is claimed to “super- 
fat” the soap. 
7 ‘ * 
THAT the second _ technical 
week-end school organised by the 
Institute of Public Relations 
opens at Pendley Manor, Tring. 
to-morrow (Friday). 
* * + 
THAT a $550,000 campaign to 
popularise iced tea will be run 
in the U.S. this summer. 


BOTTLE PARTY 


“The Quosh Quins,” 
product of H. W. Carter & Co., 
able 


We 


THAT probably the first time 

Ivor Novello spoke in public was 

at the Aldwych Club. 
* ~ 


THAT the 5,000th “London 
Laughs” cartoon to be drawn by 
Lee appeared in the Evening 
News on Tuesday. He has 
drawn a cartoon almost every 
day during the past 17 years. 

* * * 


THAT the “Candy Queen of 
Great Britain,” a title awarded to 
the most beautiful girl in the 
sweets and chocolate industry, 
was won by an invoice typist at 
Jamesons Chocolates Ltd. of 
Tottenham. 
a * * 


THAT the offices of the News- 
paper Society in Salisbury Square 
House will be closed on Wednes- 
day and Thursday of next week 
while the Society moves to new 
premises at Whitefriars House, 
Carmelite Street. 

* * * 
THAT a “New Heat Exhibition” 
is taking place in Dublin this 
week sponsored by Fuel Utility 
and Economy. P.R.O. is Mrs. 
D. V. Ruthten. Bs n 


THAT a selection of posters and 

literature of the Royal Society 

for the Prevention of Accidents, 

was displayed at ah International 

Road Safety Exhibition at Basle. 
* * * 


* 


THAT a ten guinea prize for the 
best design for a town sign for 
Southwold for the Festival of 
Britain has been awarded to 
Capt, Clifford Russell of Wal- 
berswick. 


mammoth fruit-juice bottles, advertising the new 
Lid., 


attention among crowds arriving for the 


of Coleford, attracted consider- 
“Daily Mail” Ideal 


_Home Exhibition. 


car— 


THAT there were some startling 
increases of sales for Mother's 
Day cards this year. 

* * “* 
THAT an exhibition of entries to 
the eighth Gold Medal Layout 
Competition of the British Feder- 
ation of Master Printers was 
opened on Monday, at 11 Bed- 
ford Row, W.C.1. by J. Perry, 
chairman of the Board of 
Examiners. 

* * * 


THAT John Nicholson of the 
advertising department of Good- 
year Tyre & Rubber Co., Ltd., 
is featured in an article in the 
current issue of the company 
house magazine, The Wingfoot 
Clan 

: 4 * 

THAT an exhibition of visual 
aids, sponsored by the Scottish 
Film Council and the Scottish 
Education Film Society was sup- 
ported by sixteen national manu- 
facturers and _ distributors of 
cinema and allied equipment. 

. . 7 
THAT W. S. Crawford Ltd. dart 
team, captained by Fred Folkerd, 
beat G. S. Royds Ltd., led by 
Jack Shrimpton, in a_ return 
match at The Crown and 
Anchor, Wine Office Court. 

* ~ 

THAT the Market Research 
Society will hold its second week- 
end course in the University 
College of Leicester April 13-15. 
Applications to attend should be 
made, not later than April 6, to 
Graeme Cranch, Mather & Crow- 
ther Ltd., Brettenham House, 
Lancaster Place, W.C.2. 

* * * 
THAT two women Press repre- 
sentatives have been appointed 
by Dublin theatrical companies. 
Miss Cathleen Delaney for 
Hilton Edwards-Micheal Mac- 
Liammoir Dublin Gate Theatre 
Productions, and Miss Mary 
Brady, Ronald Ibbs Productions. 

* * * 
THAT dissatisfaction with the 
publicity methods of the Urban 
District Council and suggestions 
for an advertising association at 
Sheringham and a North Nor- 
folk Coast committee to deal 
with area advertising matters, 
were expressed at the annual 
meeting of North Norfolk Hotels 
neers. 

* * 
THAT oom so far, is the 
major contributor to the printing 
equipment section of the Cana- 
ian International Trade Fair. 


Ccrselig 


Apply for particulars to Advertisement Manager, Phoenix Building, Berridge Street, Leicester, or 47 Hertford Street, Mayfair London, W.1. 


ree 
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ADVERTISING 
DIARY 


Friday, March 16. 

Pusuicity Cius oF GLascow. 
Baiiic John M.Asian on “Experi- 
ences as a magistrate."’ Grosvenor 
Restaurant, 12-55 p.m 

LiverPoot aNnp District Pust- 
CITY ASSOCIATION. Brains Trust. 
Manwebs Showrooms, 7 p.m 
Moneay, Marca by. 

Pusticity CLuB_ OF LONDON 
J. B. Melhuish ("Mel") on “The 
art of caricaiure."” Waldorf, 6 p.m. 

_Pusticity CLusp OF SHEFFIELD. 

RK Mottershaw on ‘Pho.o- 

Advertising.”” Grand 

Pp. 


graphy 
Horel 
Tueruay, 
PusLicity 
annual mecting 
7 pm 
MANCHESTER PUBLICITY AsSSOCIA- 
TION junior section. John Newton 
on “Selling by advertising.” Inter- 
national Club, pm 
Pusiicity CLus OF St NDERLAND. 
Frank Sianiforth on “Putting it 
Grand Hotel, 7.30 p.m. 
earch 21. 
INCORPORATED 
MANAGERS ASSOCIATION Debate 
with Institute of Public Relations 
on the roles of advertising manager 
Oo 


Cius. 
‘The Festival ot 
Society of Arts. 


NEWCASTLE 
Crown Hotel, 


ADVERTISING 


REGENT ADVERTISING 
Gerald Barry on 
«A Royal 
6.30 

Thursday, "March 22. 

Pusticity Cius oF LONDON. 
Little journey to the Donald Peers 

recorded for Radio Luxem- 


PUBLICITY | 
luncheon 


ADVERTISING > OF 
meeung Agricola 
6.30 p.m 


AFTER BUSINESS 
HOURS 
‘A Penny For A 


Song’ 

(Theatre Royal, Haymarket) 

A fantastic fire-engine by the 
inimitable Emett of Punch, lavish 
production by Peter Brook, and 
a Star-strewn cast, make this 
comedy of the Napoleonic inva- 
sion scare an unusual] evening's 
entertainment. 

It ranges from bucolic frisking 
to pathos, from the fruity laugh 
of Basil Radford to the polished 
phrasing of Ronald Squire. With 
a breastplate for Marie Lohr, a 
balloon for Alan Webb, the crack 
of cannon and the charm of 
love’s young dream, the quality 
of the comedy comes second to 
its infinite variety.—T.C.B 


Only Children Heed 
Safety Ads. 


Road safety advertisements 
appear to have had some good 
positive effects so far as children 
are concerned, but there has been 
no significant variation in adult 
behaviour. 

This opinion was hazarded by 
Sir Charles Goodeve, Director of 
the British Iron and Steel Re- 
search Association, at a meeting 
of the Market Research Society 
last week. 


OxProrD 
Restaurant, 


SPEC (ALISED 
OOm FOR SELL NG 


Tel.: REG 7557/8 
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PUBLICATIONS NEWS AND NOTES 


New Monthly 


Pocket Magazine 


Now out is Magpie, a pocket 
sized shilling monthly magazine, 
published by Whitehorn Press 
Ltd., and containing some ten 
short stories, with a bias towards 
detection and mystery. Stories 
by Dorothy L. Sayers and H. C. 
Bailey are in the first (April) 
issue. The covers account for 
the three pages of advertisements 
in a 96-page number. 

* * * 

Publication date of the Daily 
Mail Racing Guide, 1951, will be 
March 20. 

* * * 

The Festival Number (May) of 
the Geographical Magazine is 
presenting its readers with a six- 
colour wall map of the British 
Isles as a contribution to the 
Festival of Britain. The mar- 
keters of Esso Petroleum products 
are partly sponsoring the publica- 
tion of this map, which contains 
about 200 sketches depicting the 
activities of Britons. 

* * 

To meet the demand for infor- 
mation about smaller motor 
cycle models, Motor Cycle this 
week publishes a _ Lightweight 
Number, Considerably enlarged, 
with a 16-page gravure supple- 
ment, it contains a buyers’ guide, 
articles on learning to ride, main- 
tenance tips, and a special fea- 
ture on motor-assisted cycles. 

* * * 

With the March issue the Small 
Trader & Wholesaler celebrates 
its 18th + paeaae” 

* * 
ijn — years’ publication 
as Nieuwe Courant, with sub- 
title “Het Vaderland,” the latter 
has now been made the dominant 
title. 


One section of British Plastics 
March issue deals with the plas- 
tics export market, while another 
gives advance details of the 
British Plastics Exhibition and 
Convention, organised by British 
Plastics, at Olympia, June 6-16. 

* + 7” 


Yachting World annua! “Fit- 
ting-Out” number contains illus- 
trations in full-colour, with 
articles by leading authorities on 
all aspects of yachting, power 
and sail. There is also an article 
on colour photography. 

* * * 

“Buying Points” of a range of 
commodities—the considerations 
to be taken into account when 
ordering the goods from  sup- 
pliers—are discussed in the 


March 30 issue of the Shopkeeper 
and Retail Trader. 


Appearing for the first time to the 

general public on March 29, the 

April issue of “Royal Air Force 

Review” is a special R.A.F. birth- 
day issue. 


Legal and Gazette 


PHOTO WAS BANNED 


Which has the greater publicity value? 
A photograph of a girl on a theatre 
poster or a blank space with the state- 
ment that the photograph could not 
appear because the Lord Chamberlain 
had banned it? 

Judge Dale asked this quesiion at 
Westminster County Court during a dis- 
Dute concerning publicity for a_ show 
called, “Too Hot For Paris.” Blocks 
for the printing of the photograph on 
the show-bills formed part of the sub- 
ject of a claim for £47 16s., brought by 
Phil Hudson Publicity Service Ltd.. of 
Charing Cross Road, against James 
Fenton otherwise James Sweet, of Ger- 
rard Street, W.1. who said he traded 
as a variety agency with two partners. 
Philip Hudson, gencral manager of the 
plaintiffs, said the pictures for the 
poster were taken and submitted to the 

d Chamberlain on the instructions of 
the defendant. They were banned on a 
small technical point. 

ou may have a nude woman,” he 


ordered before the picture was banned, 
witness added. 

Defendant said he did not consider his 
agency received adequate return for the 
fee asked by the plaintiff company for 
publicity work 

Three weeks. 4 aA opened, he sold 

how to a who took over 

the liabilities 

was correctly served with the bill he 
t. 

Judgment was given for the plaintiffs 
for £47 16s. and costs. 


New Companies 


Busines» ram Production Ltd., S( Pall 
Mall, S.W.1 Nominal capital: £100. 
Directors: J. E. Byrd and Bettine L 


Byrd. 

Hat and Maytum Ltd.. ii New 
Winchelsea Road, Rye. Sussex. To take 
over business of manufactuwers of appara- 
tus used in connection with the display 
advertising or exh bition of any articles 
carried on at Rye by J. A. Maytum 
an E Hall Nominal capital : 
£2,000. Directors: J. A. Maytum, E. B 
Hall, and R. P. McDonald 

thic Pub'ishing Co. Ltd., 12 
Clarges Street. Piccadilly, W.1. To take 
over the business carried on by company 
of same mame at 152 Landor Road, 
S.W.9. Nominal capital: £3.000. D rec- 
tors: A. W. Ellis, R " 
Otway, T. E. Hall and S. G. J. Wernham. 

Penn & Partners Ltd., § Queen Strect, 
E Advert'sing consultants. Nominal 
capital: £1,000 pirectors: L. T. Harris, 
and H. Hassell 


E jas’ 
(The above-men, oned = particulars = 
new compan tly st 


——_. 


NOTICE OF DIVIDEND 


SENTINEL PuRtications (London) Lrp., 
< Gerrard Street. London 


W.1, pub- 
ishers. Second and fina! of Is. lid. in 


the £ payable March 28, at 76 New 
Cavendish Sweet, London, W.1. 
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p ROMCARDS 4 
et NN 


SILK: op ARTS Lt 


97 SHIRLEY ROAD. CROYDON 
ADDISCOMBE 314 P-6 


HIGHEST GRADE 
CLEAN & SHARP 2 EXPRESS 4 
CRAFTSMANSHIP DELIVERY 


DAYLIGHT GLOWING POSTERs 


SPEEDY SERVICE 


FOR 
WEEKLIES 


AND 


MONTHLIES 


consult 


G. F. TOMKIN LTD 


Day and Night 
PRINTERS 
501 /5 Grove Green Road 
LONDON, E.!! Tel. LEY 1164/5 


IT’S 
DIFFERENT! 
IT’S 
ELEGANT! 


IT’S 


= [rome 


Zt 7d 


WA ) 7) 
C£ tome tal KAY ; 


154-156 Fenchurch Street, E.C.3 
Man 2616 


87/93 LAMBS CONDUIT ST., W.C.I 


Directors : 
George Miall, Arthur Lambert, Percy Millward 


House to House distribution of 
circulars etc. by men under efficient 
supervision. Envelope Addressing, 
Folding, Enclosing, etc. Sandwich 
Boardmen. Street Paper selling. 


POTAPRINT & MULTILITH USLRS 
We offer you a speedy Photo-Litho service 
that is second to none.... Our speed is 
your asset. 
for QUALITY and RELIABILITY 
"Phone Shoreditch 3942 
VARILITH SERVICES LIMITED 
3 Academy Buildings, Fanshaw Street, N.! 


LETTERING 


48c, OXFORD ST 
WELLINGBOROUGH 


EXHIBITION STANDS 
DISPLAYS 
LETTERING 

POSTERS 
SERVICING 
AND STORAGE 


MERCURY 


DISPLAYS LTD. 


245 VAUXHALL BRIDGE ROAD 
VICTORIA - S.W.1 + TEL. VIC 0912-3 


CLELAND. 
PACKAGING 


Cartons, outers and display pieces made 

to order, in immaculate style and in the 

best traditions of industrial Design — 
functionally and visually. 


WM. W. CLELAND LTD 
STAPLE HOUSE, HOLborn 2521 
CHANCERY LANE, W.C.2 & BELFAST 


SIGNS 


eveey OFscarrtiom 
SUPPLY * ERECTION RENOVATION 


REGINA STUDIOS (SIGNS & SASPLANS) UTD 
2 w? 


7. BOSTON ROAD. HANWHEL 


on (46 8308 


Agency Enquirres Especially tnrned 
Prompt Personal Actention - Sirictest Confidence 
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ADVERTISER'S WEEKLY 
APPOINTMENTS VACA 


We want a 
LAYOUT MAN 


Who is as interested in the final 
printed appearance of his work 
as in its earlier stages 


He would be able from “copy” 
to produce on paper, clear, lively 
— — yo een | in both 
nd and colour 
WHIC H wou LD SELL. And 
though not a typographer, a 
practical knowledge of type, for 
layout, would be essential. 
The account is a busy one, the 
work varied and interesting, and 
reasonably generous 
brief outline of 
experience and accounts worked 
on to General Manager. 


McCANN-ERICKSON 


ADVERTISING LTD. 


110 Jermyn Street, $.W.1 


ADVERTISEMENT REPRESENTATIVE 
required for a group of lIreade and 
Technical Journals to cover the West 
Country and South Wales Write 
giving full details, age, experience, 
etc,, to 

Box 1421 Ad. Weekly 180 Fleet St EC4 

HORROCKS & CO, LTD., 
LISHED 1877) Offset and 
Printers specialising in High 
Showcard and Colour work, REQ 
EXECU IIVE, AGE 40/50, OF 

MAN, cde E 

ENCE, Must ae good i 

AND _TECHNIC KNOWLEDGE. 

with Costing a * naienating experi- 

ence. Write in first instance giving _ 
particulars and approximate sala 
required to TOWN HALL PRINTING 


WORKS ASHTON-UNDER-LYN 
LANCS. 
LAYOUT, Medium sized London agency 


requires a further first class layout 
arust The position offers good pro- 
spects and will carry a commencing 
salary of £850 per annum. Particulars 
including age, experience, etc., in con- 


ence, to 

Box 1373 Ad. Weekly 180 Fleet St EC4 
JUNIOR WANTED for Studio of West 

End Advertising Agency Opportunity 

for intelligent girl or youth to learn 

administration. T. Booth Waddicor & 

Partners, Lid., 27 Shaftesbury Avenue 

wil 


EXECUTIVE to help organise in con- 
Nexion with important literary and 
educational project Must have good 
contacts, proven organising ability, and 
preferably experience of appeal tech- 
nique and knowledge of modern publi- 
city methods Appointment for one 
year in first place, but could lead to 
permanent post State in confidence 
age, education, experience, salary asked 
Box 1432 Ad. Weekly 180 Fleet St EC4 


LEADING MIDLAND 
MOTOR 
MANUFACTURERS 


have a vacancy for a man 
experienced in Print Pro- 
duction. Able to work 
technically and lay out 
journals for publication. 
Engineering background es- 
sential, knowledge of lan- 
guages an advantage. Write, 
Stating age, qualifications, 


and salary required to: 


Box 1325 
Advertiser's Weekly, 180 Fleet Sc., E.C.4 


| 


S00 


CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS VACANT > per line. 
far Hh three lines. Each line consists of average of 


3s. per line. Display panel 35s. 
Display panel 45s. per inch. 


APPOINTMENTS WANTED 
All other classifications 4s. per line. 


24 letters, ignoring space. Box sumber counts as one line and is to be paid for. 


insertions, 5% on 13, 10% on 26, and 15% 
insertions MUST 


BE PREPAID. 


Street, E.C.4. 


Address: 
"Phone Chancery 8844. 


“Advertiser's Weekly,” 180 Fleet 


APPOINTMENTS VACANT 


WELL KNOWN 
— Py 


Technical Agency 
the Thames requires young 
woman with practical know- 
ledge “ol blocks and block ordering 
‘ill have opportunity of assisting in 
the Production Department. ‘Phone 
_ Vigilant 0122 
ARE YOU a first class artist who can 
work on all media on anything from 
figures to pen and ink still subjects (not 
lettering) and want a post with real 
scope and i 
studio experience? If so. 
vacancy in a London Commercial! Art 
Studio with a commencing salary of 
£850 per annum. Must fit the bill and 
have ambition Write fully, stating 
experience. age and —, —— 
Own staff know of this vai 
Box 1370 Ad. Weckly 180 Fleet Ge EC4 


LAYOUT 


ARTIST 
EVERETTS want a layout 


artist with at least 5 years 
agency experience which 
should include some experi- 
ence on National 
accounts. 

He should be a fast and 
competent worker, able to 
produce good looking pencil 
roughs, and_more finished 
work when! required. 

An ambitious man with less 
experience but with the belief 
that he has the above quali- 
fications may also be the 
man we are looking for. 
Please write or phone 


active 


Mr. Ronald Terry 
EVERETTS ADVERTISING LTD 


10 Hertford Street, London, W.1 
GROsvenor 3477 


MAKE-UP AND COPY CLERK: 
Vacancy ior girl preferab'y experienced 
in handling copy. for established Lon- 
don publishing house —— salary 
about £6. Pension sch 
Box 1430 Ad. Weekly 180° Fleet St EC4 

OLD ESTABLISHED City Advertising 
Agency has vacancy for good layout 
artist. Write in strict confidence giving 
full particulars of experience and stat- 
ing salary required, to 
Rox 1424 Ad Weekly 180 Fleet St EC4 


REQUIRED BY WELL-KNOWN 


firm of Advertising Contractors, 
two really first-class men for the 
purpose of travelling the country 
with a view to obtaining advertising 
concessions such as Official Town 
Guides and Handbooks, etc. Good 
salary, © an 

Only men with good experience in 
this work need apply to 


Box 1411 
Advertiser's Weekly, 180 Fleet St., E.C.4 


YOUNG MAN (20-25). cequired as 
assistant to Publicity Manager in well 
known London Manufacturing Com- 
pany. General Knowledge of Techni- 
cal Publicity and Exhibition Display an 
advant ae. Full details and salary re- 
quired, 

Box 14s Ad. Weekly 180 Fleet St EC4 


RESIDENT MAN OR 
LOCAL FIRM 


to handle representation of famous 
high-class medium required. Terri- 
tory Surrey, Sussex, Kent. Takes 
over large present connection. Car 
necessary. Good earnings assured. 
Only applicants of good character 
and record will be considered. 
Similar appointment also open for 
Hants., 1.0.W., Dorset and Wilts. 
Write in confidence to 


Box 1410 
Advertiser's Weekly, 180 Fleet St., E.C4 


WELL KNOWN Brewery in the Mid- 
lands offers vacancy in Advertising 
Department. Duties will be assistant to 


Advertisement Manager Applicants 
should (a) be 25-30 years of age, (b) 
have had some experience in advertis- 
ing agency, and/or advertising depart- 
ment of manufacturing firm, (c) be able 
to write sound copy and do live 
visuals, (d) be prepared to settle down 
and build a future with this Company 
Write giving personal particulars and 
experience to Box AW 920, E., 
110 St. Martin’s Lane, London, W.C.2. 
AN ~ OUESIANDING OrrORTUNITY 
for executive on the adminisirative 
Secretarial and commercial side of 
advertising agency, handling all types 
of media Man required must have 
had at least ten years’ experience in this 
type of work and who now secks a 
similar position of trust where know- 
ledge and abilities will have more 
scope for advancement Only appii- 
cants who write fully. describing their 
experience and career will be con- 
sidered for interview; state age, present 
salary and ‘give the names of two 
references (which will not be used with- 
out applicants Agen Our own 
staff Know of this vacam 
Box 1281 Ad Weekly 180 "Fleet St EC4 


WATFORD 


Poster writer 
required to work 
in Watford. 
Must be able to 
produce |6-sheets 
and D.C’s. 
Knowledge of 
silkscreen work an 
advantage. 
Good prospects. Write 


BORO’, 
112 High Holborn, W.C.1 


SENIOR TECHNICAL AUTHORS re- 
quired by large Engineering Firm in 
fest London areca Able to initiate 
and complete Technical Brochures and 
Instructional Literature Previous ex- 
perience and an engineering training 
essential. Layout ab lity or knowledgc 
of typography an advantage Write 
giving full details of experience, age, 
and salary required to Box A.E. 294, 
Central News Ltd 17 Moorgate, 
London, 

OPPORTL NITY. OFFERED to young 
man with ability to design and pro- 


duce advertising material and with 
know'edge of packaging etc., by 
Manufacturers of Motor Cycle and 


Cycle Accessorics aoe —_ includ- 
ing age. salary require 
Box 1409 Ad. Weekly 180 "Pleet St BC4 


| 
| 
| 
| 


*Phone your Classifieds to CHA 8844 (Ex 23) 


Marcu 15, 1951 


APPOINTMENTS VACANT 


COMMERCIAL OR 
INDUSTRIAL 
DESIGN ARTIST 


(male, aged 25-35) required for 
special work in the studio of 
leading Plastics Material Manu- 
facturers in the Birmingham 
area. Applicant should have a 
knowledge of printing processes 
and should be able to work on 
own initiative and collaborate 
with works’ staff. This is anew 
appointment offering consider- 
able scope. Reply, stating age, 
experience and salary required 
to 


Box 1413 
Advertiser's Weekly, 180 Fleet St., E.C.4 


PRODUCTION. London Agency requires 
a further first class Production Man, 
preferable with previous Agency ex- 
perience The position will carry a 
commencing salary of approximately 
£750 per annum and is a five-day week. 
Write fully, giving age and experience 


to 

_ Box 1280 Ad. Weekly 180 Fleet St EC4 

PUBLIC RELATIONS OFFICER. Appli- 
cations are invited for the post of 
Public Relations Officer for the Jute 
Industry in the United Kingdom. 
Salary according to qualifications. 
House in Dundee provided. Appli- 
cations, preferably from Scotsmen, 
should be sent in triplicate, giving age. 
details of education, qualifications and 
experience, together with names of two 
refcrees to 


= 
4 
S 
a 
= 
£ 
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Secretary. The Trade 
Federal Council Bank Street, 
Dundee. 

EDITORIAL ASSISTANT | required for 
house magazine, literature, 
general copy wxisleg. Must have 
proved writing ability Knowledge of 
agriculture an advantage. Salary £400- 


£500 according to experience Age 
25-35 preferred. Full detai’s of previous 
experience to Personnel Superintendent, 
David Brown Tractors (Engineering) 
Lid., Meltham, Huddersfield, Yorks. 
REPRESENTATIVE with sound know- 
ledge of print for provincial house with 


London office and studio. Cover 
London and environs. Aged about 30. 
Salary, commission and expenses. Full 


details to 

Box 1425 Ad. Weekly 180 Fleet St EC4 
CLERK WANTED for Studio of large 

advertisers in North West ust have 

knowledge of art charges, progress work 

and art filing. Superantuation scheme 

in operation Replies. giving age, 

education and qualifications to 

Box 1262 Ad. Weekly 180 Fleet St EC4 


ARTIST 
FOR GROWING 
AGENCY 


Artist capable of ideas and 
finished work is desired for 
a growing agency. One who 
has studied typography and 
is able to suggest type 
faces and cast off copy is 
particularly desired. Apply, 
sending specimens, to 


BEMROSE PUBLICITY CO., LTD. 
Wellington Street, Derby. 
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Marca 15, 1951 


APPOINTMENTS VACANT 


We want an 
ARTIST 
Experienced in the design of 

showcards and cut-outs 
capable of taking charge of our 
studio under the control of 
Ar Director. If you are now in 
similar studio 


APPOINTME NTS VACANT 
IMMEDIATE VACANCY—first class re- 
to i outdoor 
advertising sites for well known Com- 
Bor 1431 Aa Weekly 100 Fleet St BC4 


Box 1426 
Advertiser's Weakly, 180 Fiest St., E.C.4 


ence and salary required, to 
Box 1417 Ad. Weekly 180 Fleet St BC4 
ADVER 


. giving details of your space 


Selling experience, present i. etc. 
Box 1447 Ad. Weekly 180 Fleet St EC4 
EXPERIENCED SALES CORRESPON- 
DENT able © work on own initiative, 
prospects and 


salary offered. 5 week. 
Box 1419 Ad. Weekly ied Flees St Bs 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS WANTED 


YOUNG MAN, 23, requires progressive 
position in Advertising. 5 


and 


LETTERING 
salary required, to 
Box 1412 Ad. Weekly 180 Fleet St BC4 


ASSISTANT TO AGENCY 


GROOME AND 


LAKER LTD. 
6 ARCHER ST., W.| 


require 3 first class 


LETTERING ARTISTS 
Salaries £600-£900 p.a. 


Phone: Studio Manager 
GER. 8473-4 


FIRST CLASS layout artist required, 
Cpatie of doing finished art work. 
rite, experience and salary required, 
Box 1333 Ad Weekly 180 Fleet St BC4 

c iN at an 
according to age experience. 
Write giving full details of = 

to Production Director, S. H. 

Led., Kingsway Hall, W.C.2. 

vequired s 


EXPERIENCED 
REPRESENTATIVE 
required 
to contact existing accounts 
and also capable of introduc- 
ing new business. Write in 
confidence, giving full details 
of experience and salary 

required, etc., to 


Box 144! 
Advertiser's Weekly, 180 Fleet St., E.C4 


AMERICAN PUBLISHERS 
representative for large range of Tech- 
nical Publications. and ambi- 
tion will count more than experience. 


Details to 
Box 1433 Ad, Weekly 180 Fleet St BC4 


YOUNG LADY, 20. Good <cducailon. 
Over two years’ art training. Keen to 


ADVERTISER'S WEEKLY 


BUSINESS OPPORTUNITIE 


I 
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INTAM LTD. requifes copy detail 
- Good 3d" practical Enowiedee 


Production and R we 
of the cubioet desirable. Must be neat 
and in to 
type. Good working Tite 
a details of education, 


salary ed, to 
Box 1443 Ad: Weekly 180 Fleet St BC4 


APPOINTMENTS WANTED 
MAIL 


ADVERTISEMENT 
MANAGER 


25 years experience Fleet St. 
‘National and Trade Press 


contemplating change to 
position offering more scope. 
Would welcome enquiries 
from first rate publications. 
Strictest confidence observed 


Box 168 SELLS LTD. 
Brettenham House, London, W.C.2 


Services 
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FRANK 
WINTERBORNE 
ARTIST & DESIGNER 
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WINDOWS EXPERTLY DRESSED or 
tations “Adam,” 23 
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“1399 Ad. Weekly 180 Fleet St BC4 


el 


with 10 in x $4 in. Plates Pres, 
F. y pawecd, Lad {55 Bence Reed. 
London, N.W.i. | 


PRINTERS 


MIDLANDS newspaper with Lino-setting 
capacity, Auto-plate and 


. is open to print mid-week or 
Bae SS RS Se re 9 
SPECIAL ANNOUNCEMENT 


See February 22 issue of Adver- 
tiser's Weekly, pages 350 and 35! 
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of — ct., by photolitho or letterpress 
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i necessary but very keen to lear Fine Colour Printers, as pe * pee 
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S & CIRCULATION MANAGER, aged practical knowledge and connections, "Phone CENtral 1740 : 
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| able of holding an cxecuive | | Recies, ADBY le tung ng | Bor 120 Ad Weeki 1a Flot Ee ACCOMMODATION 
ion, send required, to 
We also require an additional Box 1415 Ad. Weekly 180 Fleet St EC4 SS TS ee STE | com abe Oe een © 
; artist for general designing in this CINEMA POSTER WRITERS wanted. . West End is available for one or 
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AGER with agency experience and cartes, Satee, oc. Ef you ave in argent hae 
immediacy ‘ty Turf Accounana. | | NS | | Exce Howe, Woncombe Stree. WiC = Bs 
Write stating age, education experi- (WHitehall i. We specialise in ~X 4 oy < 
#i ¥ tr * > 
ee a eee | le 
i . Agency (W.C.2 district) seeks the rai Agency Stud 
cuabisned’ Service’ Scumal. pemest services of @ man for executive Box 1335 Ad. Weekly 180 Pleet St BCs MISCELLANEOUS ~ | 
z monthly circulation $5,000 plus. Ex- duties, but primarily as assistant SWISS YOUNG MAN secks occupation Ey 
By R.A.F. man preferred, but first essential to a director. The job calls for a aa we in & printing business. | piven YEALM HOTEL. Ne ia 
m) is proved space selling ability. An Practical man with all round Knows and French, some Ferrars, S. Devon. (Tel. 257). phi er", 
oe outstanding career for an outstanding experience, including production knowledge of English. Offers to Max tered sad position overlooking } 2 
x man rite fires " in full routine on both Press and print Mottl, 25 Boulevard du Pont d’Arve, A Sy 2 eX ~ et 
i fidence and a fiair for creative work. au | Charming combination of SEA. ie 
> The cetpe of the job is wide f0R layout~ River DOF Y¥. | ae 
oo so applicants should, copywriter, seeks Style . . Fishing, Boating. aes 
14 in confidence, ‘leary indicate | | SUG compitiecasmaiem” ade | _ Riding. Fully Licensed a 
Se sale ; i by together with age and salary Box 1428 Ad. Weekly 180 Fleet St BC4 = 2 
required pe ee WANTS 
' — ‘ — EXPERIENCED ALL ROUND ARTIST. ; 
Advertioer’s Weekly, 180 Fleet St, £.C.4 Coast “Salary or tree lance,” | ADDRESSING UNIT for Sale, for } 
ti - Z Box 1446 Ad. Weekly 180 Fleet St BC4 Oey galing i F 
‘ AMBITIOUS YOUNG COPYWRITER PF. 3, Edwards Lid., 359 Euston i” A 
with Agency experience, required by _ ‘ N.W.1. 1) he 
well csuablished progressive | London FREE LANCE SERVICES CLEARING LINE OF 16000 Anis qs. 
+g to work. up new department. om saaienael Hair and Pure Brisule, round, fat, Bs 
a details o . experience, etc., INFORMATIO: OFFICER _shorily black white, polished AT 
iv Box 1440 Ad. Weekly 180 Fleet St EC launching an inquiry and information bendicn “makers. amitons, Ken, Be. 
bureau. U.K keting and Con- Rooncy, in low of 4 doz. yy 4 che ib 
ah " from 6s. to 18s, doz. Also D 
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i 1i2 Park Suet, Wi — Camel Hat, “Sa” 6. & doz. 3 
S, FLEET STREET AGENCY ‘requires the 14d Plashet' Road, Upton Park, Bi. ht 
a, services of a junior assistant (male) Phone before 9, after 6 evenings, VAL a 
% MACHINE, hot process No. 10. a 
is 1933 with sep. Oiten wo ie 
: Adams's Polish Limited, 14 Valley “fs 
M4 Tel.: LAN 4526 ADEnbeeNeR APH 
MARGARET ° LONDON, ° MACHINE (80 ». 1250 [3b 
ed &., wa ith and RK Rotupeimn ( P 
inker) for salc. All i pecton ® ra 
i COMMERCIAL ARTIST, experienced in ton, Best offers. Write to:— Mc 
Py boot and shoe drawing, mechanical Wellington Press, 144 Charing Cross pes 
: ilustration and lettering, seeks good Road, W.C.2. ; as 
” Sisoning and producine sivertning that | _ Sor S09 Ad. Werkly 100 Piser Sr 6Cd | “COMPREMOM tiostr” AC. sed 
i L ee s L Py 
4 gets Fat yy ARTISTS capabie of iass Suil Life, condition Sherringion, ENTerprise at 
‘e all round knowledge and Leuering, Fashion, "Mechanical illus 6758 ces heh KY : 
oo. experience orate be more A tration, for National and Trade Pres | “ vy 
Sy vi c va ‘ r 
So _ 
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P Ad r Agency. Write stating age. : — a 
Ag salary, cic, REYNELLS, 44 Chancery COMMERCIAL ARTISTS ‘seed, “Tech- Mi 
3 OTRST CLARE Totes Taleames semen’ ; i ——- pr isp Cop, 
* nown 
companies. Detalls of age Ay — amd Square, W.C.1. Petise 
Bor 148 Ad. Weekly 180 Fleet St BCé ; ; 
. u 7 oO : 
x ADVERTISING AGENTS and Conwac- 
re; tors wish to dispose of their Cabinet , 
Principals "only. Oldfield Publicity, 24 rhe 
a SMALL “ART AND ADVERTISING Be 
. Es «Slof §=6lhhigh «standing. both yell 
a mnec- -” 
\ bear 
P print- “4 
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: R cw Po 

' CHAUFFEL secks loyment, 
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’ Box 1408 Ad. Weckiy 180 Fleet St BC4 Pullest investigation invited. & Supplies Section. March 
RETOUCHING ARTIST, Experienced in | _Box 1427 Ad. Weekly 180 Fleet St BC4 will be the 2 
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Multi-unit 
Display Makers 


Half-tone 
Specialists 
LONDON 
FIRM 


OF SILK SCREEN PRINTERS 


Our representative will be pleased to call on request 
MOUNT WORKS - 96 UPPER CLAPTON ROAD - LONDON E.5 
TELEPHONE: AMHERST 2311-2 


LONDON. C.P.R. CRANE 44 FLEET ST. &.C.4.TEL.CERSE20 
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COLOUR ADS. SPEAKING CONTEST 


Draw for national advertising 
test: North- 


con 
labour, 28 extra men in 

machine-room on colour —. 
Understood latest Londen c 
is for further pay increase for 
colour work, whi: ent itt es + aT eae 
Sir Ralph Reed, paper con- 
od since 1939, ry me on 

boon for the housewife! Sturdily g yy Fg ph 8 ga 
~~ ate of , 4 “ -th . G. Paul, an assistant con- 
- of plastic and metal—will xpress” management offered | troller, to be controller 
to make any settlement retro- | from April, Board of Trade an- 


. account of the British 
vel Holidays Association 


Paramount 
plastic premiums 


PARAMOUNT pusnc rnoovcrs iro, HO) | fit eae "et "gaat 


back binding; 
36 Hawthorne Grove, Penge, London, $.£.20. "Phone: SYDenham 5993 appeal; reduced production 
shorter 
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3 ; expired. moves ew vy, Ben- 
| wees G CLAIM con Mather Inc. with effect 

# Deputation from National 
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